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@ That’s why they can be so dependable on 


deliveries, through thick and thin...and 


it gives us one thing less to worry about.” 


AMERICAN CAN COMPANY, 230 PARK AVENUE, NEW YORK, N. Y. 


World’s Largest Manufacturer of Metal and Fibre Containers 
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TOPS 


OLDEST and largest among the living things on earth is 
the General Sherman, majestic forest giant of the Sequoia 
National Park. Its age has been estimated to be between 
four and five thousand years. Its height, two hundred 
seventy-three feet; its circumference at the base, one hun- 
dred six feet. One’s eyes must follow the straight line of 
its trunk one hundred thirty feet in the air before they 
meet the first branch, which is nearly seven feet in diame- 
ter. Native only to the United States, it is tops in the 
world of living things. The Phoenix Compo Cap is not 
the oldest metal closure—the screw cap antedates its 
invention by a number of years—but it was the first truly 
commercial closure to be’ manufactured in this country. 
Nor is the Phoenix Compo Cap the largest in sales—for it 
is strictly a quality closure for quality products—but it is 


tops among metal caps for glass containers. 


PHOENIX METAL GAP G0. 


2444 WEST SIXTEENTH STREET, CHICAGO 3720 FOURTEENTH AVENUE, NEW YORK 


OFFICES: Philadelphia, Baltimore, Boston, Cleveland, Cincinnati, St. Louis, San Francisco, Los Angeles 
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NEXT MONTH 
MODERN PACKAGING will 


look into the consumer-retailer- 
manufacturer relations situation 
in a thorough-going survey by 
the Institute of Package Re- 
search. With dozens of or- 
ganizations springing up on 
every hand and purporting to 
represent the consumer, much 
has been written about what 
the consumer wants and how to 
go about giving it to him. 
We'll confess that we—like 
everyone else—still do not 
know just what the consumer 
does want. But the September 
issue of MODERN PACKAG- 
ING will try to tell you what 
the consumer's representative 
thinks he wants in terms of 
packages, informative labeling, 
legislation, merchandising 
methods, etc. 

Cover illustration of this issue 
drawn by John Atherton, 
copyright 1938 by The 
Crowell Publishing Co. 
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TO SELL MORE SOAP 


DISPENSER 


A BETTER POWDERED SOAP 





























TO INCREASE YOUR SALES 


LET FEDERAL DEVELOP A BETTER 
DISPENSER FOR YOUR PRODUCT... 


Federal developed and built this attractive new Pow- 
fo K-a Le Mw Lolo g ole DD t-5 1-3 ot-1-) ws (o) mtu o(e (ot a +1-1-1 Fs cole ht (ol tm OLoMme) 
Saginaw, Mich. 

Although this unit is exclusive to that company, it 
represents a further line of thought on Federal’s engi- 
neering ability and manufacturing versatility. 

Constructed of brass, its action is positive and fool- 
proof. An upward push of the palm deposits just the 
right amount of soap in the user’s palm. 

Yet the unit is so well built, its mechanism so simple 
and sturdy, that it will last for years. There is nothing 
Coe {-1 Mol Ot Me) Me) eo (-) MENA -) 0 oC ME bCe Mole seb Col ol- Ws Celia 

If you require a better dispenser, whether your prod- 
uct is soap or syrup, shampoo or citronella... the 
logical source is the one that offers most —FEDERAL. 


: Ag. | 


i 


SPRAYERS TOO -—Federal manufactures all types of sprayers — 


economical, serviceable and sales-worthy! 


FEDERAL TOOL CORPORATION 


400 NORTH LEAVITT STREET, CHICAGO, ILL. 
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- If you were a buyer of paper, eid 
- you buy KVP Bana it 5 - wh y! a 








INTERVIEWS WITH 
KVP EMPLOYEES 


..sure...they re prej- 


idlesd: 


...but so are close to 
10,000 regular customers. 


.sanyway, these are 
mighty interesting reasons. 


KVP FOOD PROTECTION 
PAPERS 
KALAMAZOO VEGETABLE 


PARCHMENT COMPANY 
PARCHMENT - KALAMAZOO . MICHIGAN 


SELLS SOMETHING BESIDES | JING DISPLAY THERE ON THE 
AND PRESTIGE. J# ANYTHING TO BEAT IT! — 















THAT'S EASY. | SEE 
TOO MANY SHEETS 
MADE ELSEWHERE. 


Gladys Borgman, Shroogeepeit 
a i Serre w 
' YES. BECAUSE OF THE 
REPUTATION OF THE 
COMPANY. 









Robert Stewart, Sup’ t Paper Mill No. a 


aa = mana caeeaesealianane nan tt 


MODERN PACKAGING 





SURE! YOU ALWAYS | YES. |IKNOW WHAT GOES INTO 
GET YOUR @ ALL OUR PAPERS. GRADE FOR 
MONEY'S WORTH. Mm GRADE, THEY'LL MATCH ANY- 

, 1 THING IN THE COUNTRY. , 


| Bonne : 
| PURCHASING : 


PT 


VErI 





W. G. Turner, Salesman 














CERTAINLY. IT's THE ‘BEST , 
EQUIPPED, BEST MANNED, ** 
MOST. UP-TO-DATE: MILL FE 
IN THE COMNIRG — 


| SURE WOULD! IT’S THE: 
CLEANEST PAPER, AND THE 
CLEANEST MILL I'VE EVER, 
SEEN. 










_ Harold DeWeerd, ‘Secretary ‘1 
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_ Ray White, F Finishing Room 












CERTAINLY! BECAUSE KVP AM YES! LOOK AT THAT PRINT. 
PAPER. IT SELLS SERVICE Gig WALL. WHERE CAN YOU FIND 
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1CAK VENEERS 


Hampden has many new and attractive imitation wood papers 
of which this insert is only one. Teak Veneer may be had as 
shown in various color tones or with a specially prepared 


waterproof surface. 


Write for sample sheets and try them on your new wood 


styled box - no obligation of course. 


Hampden Glazed Paper & Card Company - Holyoke, Mass. 


SALES REPRESENTATIVES 


Chicago, Ill. —- 500 So. Peoria St. Philadelphia, Pa. — 412 Bourse B'ld'g. 
New York, N.Y. — 60 East 42nd St. San Francisco, Calif. — 420 Market St. 
Toronto, Canada — _ 137 Wellington St. West 


Fred’k. Johnson & Co., Limited _ 234, Upper Thames Street _ London, E. C. 4, England 

















FIT FOR KING COTTON — all of whose 
packages were pretty much alike — all in- 
clined to be untidy after opened — until 
Bauer & Black and Ritchie decided some- 
thing should be done about it. Shown with 
the now famous Cotton Picker is the new 
professional size designed exclusively for 
doctors. 


Why not let Ritchie show you — without 
obligation — how distinctively, economi- 
cally and successfully your packaging 
problems can be solved? Why not give 
your product the sales advantages of a 
package by Ritchie — a package that re- 
flects all the design and manufacturing 
refinements developed during Ritchie’s 
72 years of sound packaging experience? 
Why not write us — NOW? 


Presenting a Few Examples of Packaging Ingenuity 
— Evidence of What Ritchie Can also Do for YOU! 


FAMILY OF FOUR — asimple solution to a complex pack- 
aging problem. Fifty-one different steering assemblies — 


each containing more than 70 parts — are conveniently and 
economically sold in these four packages. Identification and 
handling are easy — tampering impossible. Incidentally, 


GIFT PACKAGE FOR GOLF 
BALLS — Wilson wanted some 
really unique — yet really prac- 
tical — way to package six golf 
balls as a gift item. Ritchie’s ans- 
wer to this problem is shown here 
both open and closed. 


Set-up Paper Boxes — Fibre Cans 


W. C. RITCHIE AND COMPANY + 8849 BALTIMORE AVENUE - CHICAGO 


NEW YORK DETROIT CINCINNATI 


LOS ANGELES ST. LOUIS 


this Family of Packages was a Gold Award Winner. 


DESIGNED FOR DRESS- 
ING TABLES — a distinc- 
tive Ritchie package for 
Dorothy Perkins cosmetics. 
Large enough to hold all the 
lotions, creams, etc., a woman 
ordinarily wants, avoids 
bulkiness by use of a clever 
drawer arrangement. 


ST. PAUL DENVER 
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UN UU 


Sun Tubes can be adapted to a limitless variety of 
products and-purposes...sizes, uses and merchandis- 
ing schemes. Your product, too, may find Sun Tubes 
a quick and continuing stimulant to sales. 
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SUN TUBE CORPORATION, HILLSIDE, N. J. 


CHICAGO, ILL. CINCINNATI, OHIO LOS ANGELES, CALIF. 
ALEXANDER SEYMOUR G. M. LAWRENCE R. G. F. BYINGTON 
333 N. Michigan Ave. 1012 Elm Street 155 N. Vermont Ave. 


MOISTUREPROOF 
PAPER LACQUER 


Made by Du Pont 


CKAGES that protect better . . . have in- 
Prreased beauty and greater advertising value 
...are now possible by the use of the new Du Pont 
Moistureproof Lacquer. 

It protects better because it keeps outside 
moisture from getting into products that should 
be kept dry. It keeps the moisture in products 
that should be kept moist. 

It increases package beauty because of its 
brilliance and the added brightness it imparts 
to the colors on the label. 

It gives greater advertising value because 
its protective qualities are sales talking points, 
and its added beauty attracts the customer’s 
eye and so steps up sales. 

In addition to protection against water vapor, 


FINISHES DIVISION 


Du Pont Moistureproof Paper Lacquer can be 
made to resist alcohol, greases, and other re- 
agents... is hard to scuff and scratch. 

It prevents offsetting and smearing of ink on 
labels of products which must be packaged 
while hot. 


* * * 


Because of the variety of products and condi- 
tions under which they are packaged, no one 
lacquer formula can possess, in the maximum 
degree, all the qualities just mentioned. There- 
fore Du Pont will gladly study your product and 
its particular need for protection, and produce a 
formula of Du Pont Moistureproof Paper Lac- 
quer that will give you the most in package 
protection and beauty. Write to 


INDUSTRIAL SALES 


REG. U.S. PAT. OFF. 
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ook Into 
The ‘set-up box that ¢ 


COST .. - Figure the savings Simplex boxes mean 


to you in handling and storage - - - in low original 


costs... in economy of assembling - - - in floor 


space .-- in saved rentals. 


SALES APPEAL . . - Simplex boxes are surpassingly 3 


tive (handsomely printed, expertly designed) 
beyond your furthest needs - - 


the finest of materials are used in their manufacture) : 


ttrac- 
. strong 


_ with longer wearing qualities (Only 


HANDLING . - - Simplex boxes save up to 80% in storage space . - - are 
so simply set-up (in three easy movements) that a non-skilled worker 


can erect them with remarkable rapidity. 


A simple An easy 
bend turn 


—— 


Click 


ck! 
It locks into place! 


WHATEVER YOUR PRODUCT ..- whatever your problems, 2 suitable one 


or two piece SIMPLEX box is made to meet your requirements. 


That is 


why leading firms in the textile, toy, food, and almost every other industry 


choose — above all others — SIMPLEX BOXES. 


SIMPLEX PAPER BOX CORPORATION 


LANCASTER 


PENNSYLVANIA 
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Trade Mark 


Made Under Li 
icense In All Part 
The U. S. A. And Canada — 
































Bt6wrn—otten considered an “‘earthy’’ color is 
used profusely by nature for many a practical pur- 
pose. Its warmth and rich hue offer a perfect 
background for more vivid colors... Evidence of 
the adaptability of this color in modern package 
design is shown above. But, Continental's design- 


ers do more than endow a package with the power 


to attract. They consider practical factors too, such 
as construction which permits easy filling, shipping 
and convenient usage. With hundreds of shapes 
and sizes available, they'll find one to suit your 
product. . .If your problem is one where practical 
consideration comes first, whether it be color, de- 


sign, or shape, we urge you to consult Continental. 


ONE OF A SERIES DEVOTED TO THE USE OF COLOR IN PACKAGING DESIGN. COPYRIGHTED, 1938. 
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PATENTED PR 








of Permanently Inlaying 


ANY PLASTIC MATERIAL 


with 
ANY WORKABLE METAL 


converts any Ordinary Plastic 
Article into a Thing of Beauty 


OUR RESEARCH AND DEVELOPMENT 
DEPARTMENT IS AT YOUR SERVICE 


PLASTIC INLAYS, : 


i, ee oe, ee ee, ee de a Oe 
rn nd ; corner too Insures Durability 
ro 


93-95 SUMMIT AVENUE + SUMMIT, NEW JERSEY 


1F YOU WANT 


BETTER PACKAGES & MORE SALES 
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... THE ANCHOR HOCKING LINE OF CAPS AND GLASS- 
WARE WILL HELP YOU GET THEM BOTH 


YOURS EXCLUSIVELY—(Above) In a 
privately designed Anchor Molded Cap 
you've got something—a cap that's 
completely distinctive, that sets your 
package apart from all others. Anchor 
ertists are ready at all times to help 
you develop an appropriate design, 
our die makers are at your service to 
execute in a fine and faithful manner 
whatever trade-mark, monogram or 
other design is selected. 


ememmeeneeremretermm, ant oe 


SEARCHING— (Below) What is research 
but searching always better ways of 
doing things? In this case the Anchor 
Research Engineer is studying actual 
packaged products, their chemical and 
physical reactions, discovering methods 
of protecting more surely their purity and 
freshness ...a continuing process of ex- 
periment and development that Anchor 
has been carrying on for close to a third 
of a century. 





EVEN BETTER INSIDE—(Above) The TO CATCH THE EYE—(Below) Imagine 


exterior beauty of Anchor Molded Caps 
is out in the open for all to see—rich 
looking, impervious molded material, 
attractively styled closures—but the in- 
side tells an even better story to pack- 
agers. Here Anchor's exclusive liner 
retaining ledge and recess that holds 
liners always in place, combined with a 
unique thread construction gives these 
caps positive, airtight sealing qualities. 


if you can any of these packages cap- 
ped with a less attractive, cheaper look- 
ing closure. Such a package certainly 
would not present as inviting an ap- 
pearance nor would it be as saleable. 
But besides good looks, the greater seal- 
ing efficiency of Anchor's Molded Caps 
will save you sealing trouble, protect 
your products better, and build good 
will with your customers. 








PREMIUMS——(Above) The kitchen is 
woman's work shop... and here we 
show a few suggestions of kitchen glass- 
ware from the hundreds of Anchor 
Hocking items suitable for premiums. 
What house-wife would not react to such 
eminently practical, and withal attrac- 
tive, kitchen items? Let our premium 
merchandising experts work with you 
on a sales-boosting campaign. 


21 ROUNDS— (Below) There are actu- 
ally 21 different capacities (from 3 to 
350 CC) in Anchor Hocking's ever pop- 
ular No. 6500 line of Wide Mouth 
Rounds. Of amber for protection against 
light and with openings big enough 
for easy accessibility to the contents, 
these containers are suitable for vis- 
cous liquids, powdered and granular 
products, as well as many other items. 








CONFIDENCE—(Above) Just as the 
public trusts in the skill and reliability 
of the druggists compounding their pre- 
scriptions, so you can have the same 
sort of confidence in the uniformity and 
dependability of Anchor Hocking Glass 
containers...in their accuracy, in their 
sturdiness, in their all-around good qual- 
ity. The crown Ovals shown above come 
in 7 sizes; 2 to 16 oz. 











NO GUESS WORK— (Below) Testing for 
weight and capacity is a never neglected 
part of our checking and inspecting pro- 
cedure in the making of Anchor Hocking 
containers. The inspector below, so in- 
tently watching the pointer of the scale, 
is an important cog in the manufactur- 
ing operation... constantly on the job 
to assure uniformity of production and 
strict adherence to specifications. 


RRR: 


ANCHOR HOCKING GLASS CORPORATION, Lancaster, Ohio. CONTAINER DIVISION 
_ ANCHOR CAP and CLOSURE CORPORATION, Long Island City, N. Y., and 
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IF YOU COULD slip into the private offices 

(you can't, of course) 

of the thousands of firms who read the PACKAGING CATALOG . 
the thousands of firms who make 95%. of all packaged goods! 


IF YOU COULD MEET their key men 

(you can't, of course)... 

If you could observe 

ohn Ll  OL@-C O11 © im @y-Wl-VR@lO MITC ame] folly, 
on desks and nearby shelves 

with the privileges of an old, liked friend... 

If you could thumb thru each mutilated copy, 
ohalo Malo) icMm alee lal iclaimal ol el-temoltLe 

the pages ear-marked, the ads bent down... 


THEN YOU WOULD HAVE AN IDEA OF THE CIRCULATION AND READERSHIP 
» that make the PACKAGING CATALOG 

aleMmeleh Aci aittiale Mel actelolaleltle)al mmeolam olele dele l-ma it] 0) 0) |(c1 a aename 

that make it the greatest single advertising buy 

that money can find... 


FOR THESE REASONS THE PACKAGING CATALOG 
alate ltrel-vomiaminl-Meleha-laittiareim elaelelceliits 

o} Moh 1-1 A010 ole lol dele -mel ile Mm olelel dele|-Mm clela mit) ole) IIs ay 
oko) oh amiillammelalommcTolliolulctelmmirelalticelaila-ias. 


Is your message .. your name . your service alongside other 
leading package suppliers ... in the media where your 11,000 
best prospects will come across it time and again, stop and act? 


Reserve space NOW in the 1939 PACKAGING CATALOG. Write 
for contract blank and full information. 
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425 FOURTH AVENUE ne Ok ee Pe 
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—— 
~—— WARNERCRAFT 


THE FINEST WORD IN PACKAGING 





Merry Christmas, 1938! 


Now is the time 


To start your holiday packaging. 


WARNERCRAFT 


Hand made, set-up or folding boxes 
In sprightly holiday dress 
Will give quality 


And merchandising fascination 


If you begin now 


To discuss requirements with us. 


THE WARNER BROTHERS COMPANY 
BRIDGEPORT CONNECTICUT 
200 Madison Ave., New York AShland 4-1195 











e DESIGN e We maintain full time designers 


skilled in the art of creating and 
developing modern packages and 


displays. 
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O NOT overlook your shipping con- 
tainer—it can be one of your star 
salesmen. Gaylord master designers have 
time and again demonstrated that even 
a slight improvement in a shipping con- 
tainer can wield a powerful influence 
towards increasing sales. 

Here are but a few ways Gaylord Boxes 
have increased sales. For many manu- 
facturers a decrease in breakage in transit 
has brought customers into the fold... 
for others, the trade has appreciated 
more rigid and better stacking boxes... 
others have secured better display fea- 
tures which quickly “upped” sales. 


GAYLORD CONTAINER CORPORATION, General Offices: SAINT LOUIS 
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- 


At Gaylord, the nation’s top-ranking 
packaging experts check and recheck 
every phase of your container needs, 
from more efficient packing in your plant 
to the final sale of your goods to the 
ultimate consumer. 


Put Gaylord to the Test 


Perhaps right now you are faced with a 
container problem. Just send us...COD 
...the merchandise you wish packaged, 
with full details. We'll make the return 
delivery in a new Gaylord Box especially 
designed to fit your particular needs. No 
obligation or expense to you. 


There is a Gaylord plant or 


sales office in your territory. 
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with J&L TIN PLATE 








You can give your customers better looking, better selling containers when you 
use Jones & Laughlin high-quality Tin Plate. 

Can and closure manufacturers everywhere have found Jones & Laughlin Tin 
Plate uniform to gage, with a smooth, clean surface that takes the most intricate 
lithographic designs and colors with exactness. This means improved sales and 
repeat orders for your customers, as well as for you. 

Because J & L Tin Plate is made of carefully selected steel, under the strictest 
metallurgical supervision, it has superior forming qualities which enable you to 
maintain highest production speeds, getting a maximum out-put of full formed 
containers and closures. 


J&L Tin Plate—each sheet inspected and accurately assorted by trained 
operators — assures improved production, low manufacturing costs, satisfied cus- 
tomers and more sales. 

or uniform high-quality containers and closures and greater profits, specify 
J&L Tin Plate. zZ A cold-reduced special-purpose 


—, JALCOLD 


J&l—ALWAYS MAKING FINER CARBON STEELS FOR NEW AND BETTER USES panto WH cane eaney Seep ae 
deep-drawing operations. Unusual flatness 
and unexcelled surface assure faithful re- 


J ONES & LAU GHLIN STE EL Co RPORATIO | production of intricate design and color- 


AMERICAN IRON AND STEEL WORKS lithography. For difficult draws and beauti- 
PITTSBURGH, PENNSYLVANIA ful designs, use Jalcold. 


MAI ERS OF HIGH QUALITY IRON AND STEEL PRODUCTS SINCE 1850 
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STEEL RULE 


for any purpose the 
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HELMOLD'S 
the standard for 50 
years, due to Quality, 
Uniformity, Durability, 
Accuracy. 





From soup to nuts, there is a better bag of Riegel Paper © 
for almost every edible product—better because it is 
stronger or more attractive, because it has higher 
moisture-protection or greater grease-resistance, be- 
cause it speeds production, or sometimes just because 
it saves the buyer money. 

Bags of Riegeline, Riegelite and Diafane are perhaps 
the best known to the average manufacturer, but over 
100 other Riegel Papers—plain, colored, embossed, 
waxed or lacquered—make it possible for you to 
secure the best bag at the best price for any bag pack- 
aging problem. 

Most leading bag makers use Riegel Papers, so just ask 
your bag salesman the next time he calls—or better 


still, write for full information direct to 


RIEGEL PAPER CORPORATION 
342 MADISON AVENUE 
NeW YORK, N. ¥. 
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WESTERN UNION GILDS THE LILY! 


““What more can be done?” you say AFTER your designer has added 
ART to the container ... AFTER your factory has done a great job 


in perfecting a quality product ... What more? 


Right there Western Union can step in to 
add a new and dramatic touch to that old 
reliable strategy SAMPLING. Something 
about a courteous messenger . . . his neat, 
snappy bearing ... a crispness of manner . . . 
that makes messenger presentation of a sample 


go over BIG. So say scores of leaders in the 


ranks of big business . . . and repeat orders 
make us believe they mean it. 

Call your Western Union manager for sug- 
gestions on your next sampling campaign. We 
deliver sales messages with the samples . . . 
open a magazine to your advertisement . .. 
and can add pep to any promotional plan. 


WESTERN UNION 


DOORS OPEN WHEN 
MESSENGER DELIVERS 
YOUR SAMPLE. 


A TESTED METHOD OF 
IMPRESSING THE PRO- 
FESSIONAL MAN. 





MODERN PACKAGING 


DISPLAY ACTUALLY SET 
UP WHILE DEALER READS 
YOUR SALES MESSAGE. 








FREYDBERG BROS., Inc. 


Stamford Connecticut 
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That's just one of the talks to be delivered 
anonymously by a masked speaker that will 
set every man thinking at the Annual Con- 
ference of National Industrial Advertisers 
Association in Cleveland, September 21-23. 
A second masked speaker will tell what he 
would do if he were a publication repre- 
sentative. 

We're not going to tell you much here—just 
highlight the program enough to make your 
mouth water and your brain tingle. 

T. M. Girdler, Chairman, Republic Steel Corp- 
oration, is scheduled for the opening address 
and when “T. M.” talks he says something. 
J. H. McGraw, Jr. will talk on “What I Would 
Do Now If I Were An Industrial Advertising 
Manager.” 

The new Publisher's Statement will receive 
full discussion. 

Clinic sessions, so popular last year, will 
again cover a wide range of interesting sub- 
jects. Two half-day sessions instead of one. 
A general conference session will cover such 
subjects as “Preparing the Plan”, “How to 


Gather Usable Material”, ‘Copy Technique”, 
“How to Sell Management”, "Co-ordinating 


Sales and Advertising” and “How and Why 
to Use an Industrial Agency.” 


Another session will deal with “Problems of 
the Small Advertiser”, “Production Prob- 
lems”, “Public Relations”’—and there are 
many others. 


If I were an Advertising Manager, I certainly 
would start now to make plans to attend the 
16th N. I. A. A. Conference even if I had to 
hitch-hike to Cleveland. And I would send in 
my advance registration now to—Ed. Bossart, 
Bailey Meter Company, Ivanhoe Road, 
Cleveland, Ohio. 





IF I EMPLOYED AN ADVERTISING 
MANAGER-! would make certain that he at- 
tended this Conference, because changing times 
and markets demand a changed viewpoint—a 
new viewpoint that can be obtained only by 
hearing discussions by men whose experience 
is up-to-the-minute—right up to September 21st. 
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Checking the motors of the 
China Clipper on its arriv- 
al at Midway Island. 


Courtesy Pan American Airways 


Crow closures 


“BETTER SEALING FOR 
BETTER BUSINESS” 





SCREW CAPS CROWNS 
Vv. P.O. CAPS LUG CAPS 
MASON CAPS VACUUM CAPS 
DOUBLE SHELL CAPS CAPPING MACHINERY 

















IT’S THE TRUTH... 

It’s like pulling teeth to get the average retailer 
to put in a display without some special induce- 
ment. But a recent survey in the drug field 
showed that about 95% of the dealers ques- 
tioned obtained their “permanent” displays by 
ordering a certain quantity of merchandise— 
often quite large—and in return were given the 
display. More amazing still . . . a large propor- 
tion of these druggists said “yes” when asked if 


they would use more “permanent” displays. 














SAVE THE DEALER STEPS . . . Convenience is a big 
factor in getting the dealer sold on a display. He wants to wait on 
customers easier and faster. He'll like a display that can be used 
for storage of goods, aids him in selecting the size or style asked for. If a 


chart or diagram will help him in selling, put it on the back of the display. 


SMALL SPACE, BIG VALUE... 

Dealers prefer small displays, in general, but a 
larger display can make up for its size by added 
convenience and service. When you're trying to 
squeeze the maximum value from a display, con- 
sider the advantages of using Durez. Design possi- 
bilities are limitless, which means you can mold 
in your package or trademark, style the display so 
it will catch the customer's eye. Durez displays are 
light in weight. cost less to ship, are easier to 


handle in the store... but they’re tough enough 


[ more FACTS YOU SHOULD KNOW ABOUT DISPLAYS ] 











FAMILY AFFAIR... Why doesn’t somebody create a dual- 
product display? For instance, toothpaste and toothbrushes . . . cleans- 
ing tissues and cold cream . . . rouge, lipstick and powder—all of one 
family group, or products from several manufacturers. By using 
Durez you could include a lot of pieces in a display that took very 
little space, which is a major selling point to a dealer. Pick the right 
combination and the dealer should need very little persuasion to put 


the display up and keep it up. 






to last a lifetime. We have quite a bit of material 
on displays, and concrete suggestions which we 
will be glad to give you if you'll write and tell us 
what you make. General Plastics Ine., 88 Walck 


Road, North Tonawanda, New York. 
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“THE ARISTOCRAT 
OF TALG POWDERS” 





Aackaged for the Aart! 


YOUR PRODUCTS too - may enjoy membership in the 

Aristocracy of their trade. They may seek nomination to 

the “inner circle’ @ “NATIONAL” will groom them for 

acceptance! “NATIONAL” Containers feature individuality 
in product display. 


Wiany Aristocrats of Merchandise 
Dress **NATIONAL”’ 
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A MESSAGE FROM 
THE MOTOR CITY 
Complete On This Page 
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An eloquent testimonial—this telegram. For 





in two hours’ time, customer and supplier were 
brought together. Which is merely typical of 
hundreds of similar cases throughout the year 
where we of Modern Packaging act as a clear- 


ing house ! ! 


Are you getting your share of this tremendous 


purchasing power ? ? 
/ MODERN PACKAGING 
y/f§ 425 FOURTH AVENUE NEW YORK, N. Y. 


MODERN PACKAGING 




















\ Sylvania 
re cellophane 


with its crystal clear transparency, its incomparable life and sparkle, 
protects and enriches the color and charm of these delightful little 
playfellows —"Atlanta Playthings", by The Rushton Company. 


So life-like in themselves, SYLPHRAP adds new charm and an expression of protection 
and well-being, while the dolls look out from their little SYLPHRAP showcase wraps 
with an inviting smile to the purchaser to take them home. € Most important of all, 


however, dealers know, as mothers know, that children’s dolls and playthings, as well 


as infants’ and children’s clothing and effects, should be transparently wrapped, 


not only for better display value, but for sanitary protection against soil and handling. 


qSYL 


PHRAP-Sylvania cellophane reflects the quality of the product it contains — 


*Reg. U.S. Pat. Off, It is “QUALITY’S BEST ATTIRE’. 


Brancu OFfrices 
Attanta, Ga., 78 Marietta St 
Boston, Mass.,201 Devonshire St 


Cuicaco,ILi.427 W.RandolphSt. 
Dattas, Tex., 809 Santa Fe Bldg. 
Puma., Pa., 260 So. Broad St. 


Manufactured Since 1929 by 


‘ SYLVANIA IN 


Paciric Coast 
Blake, Moffitt & Towne 


0) He PO RAT a Oo N ( Vlices and Warehouses in 


Principal Cities 










CaNnapa 
Victoria Paperand Twine( ‘o., Ltd. 


Executive and Sales APE 42nd St., New York Toronto and Montreal 
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Fruit Cake 
Candy 


Cookies 


All containers illustrated were de- 

signed by us and have actually 
been produced in volume for clients 
who have used them successfully 
for packaging their merchandise. 
They are not merely “examples of 
what can be done,”’ they represent a 
demonstration of what has been done. 
















With this ‘Topper’ your bottles 


ave in Full Dress....... 


This Mundet Closure offers style and service. It combines a lustrous molded 
top with prime cork, selected from cork sources under our control. It dresses 
up the package . . . gives utmost sealing security to the contents. 


Reliable resealer: Mundet Molded Flange Corks assure 
unlimited reseal service. Through an exclusive construction 
principle, illustrated here, the molded flange is securely 
anchored in the@ork. 





Extra convenience: The deep molded finger grip is an extra convenience 
to the customer and facilitates the use of your product. 


For samples, prices or suggested solutions to specific closure problems, write 


MUNDET CORK 


CORPORATION 


CROWN & CLOSURE DIVISION, 65 SOUTH ELEVENTH STREET, BROOKLYN, N. Y. 
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Efficient, Prompt Service 


for your Closure Needs 


These Mundet offices and representa- 
tives are ready to serve you: 


ATLANTA 
339-41 Elizabeth St., N. E. 
BROOKLYN 
65 S. 11th Street 
CHICAGO 
2959 N. Paulina St. 
CINCINNATI 
427 W. 4th St. 
CLEVELAND 
11500 Florian Ave. 
DENVER 
The Stone-Hall Co. 
DETROIT 
335 W. Jefferson Ave. 
HOUSTON 
Commerce & Palmer Sts. 
LOS ANGELES 
2051 E. 37th St. 
LOUISVILLE 
Kentucky Bottlers Supply Co. 
MEMPHIS 
Memphis Bonded Warehouse 
NEW ORLEANS 
432 No. Peters St. 
PHILADELPHIA 
2226 Arch St. 
ST. LOUIS 
506 S. Main St. 

SAN FRANCISCO 
440 Brannan St. 
SEATTLE 
Succop-Tighe & Sons 
In Canada: 
Mundet Cork & Insulation, Ltd. 
35 Booth Ave., Toronto 
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HE problem of ‘‘what to do for Christmas’’ has‘always proved a difficult one for manu- 
facturers simply because there were so many things that could be done. 

Time after time, manufacturers have found themselves spending the major months of the 
summer contemplating and eliminating possibilities, only to find themselves, when a choice 
had finally been made, left without the time to properly prepare such packages for sampling, 
selling and distribution. 

It is with this thought in mind that MoperNn PackaGinc here presents a Christmas Show- 
case, a series of holiday packaging ideas prepared by eighteen package suppliers and their 
associated designers, expressly for MopERN PackaGiNc and in cooperation with the publica- 
tion’s own editorial staff. 

While each idea differs from all others and many offer very unusual and very novel holiday 
possibilities, all have one thing in common. Each may be speedily adopted and speedily 
produced so that even those manufacturers who find themselves without a settled holiday 
program at the middle of August may make decisions now and, acting upon them, have mer- 
chandise ready for prompt delivery with ample time to spare before the intensive Christmas 
selling season actually begins. 


0 
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C. A. BRESKIN, PUBLISHER © A. Q. MAISEL, MANAGING EDITOR 
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What constitutes a toy package? Is it merely a container 
to transport the toy? Are its display features the para- 
mount consideration? Or should it not rather become 
an integral part of the toy—almost a toy in itself? 

If the latter course is followed, your costs will go up 
little, if at all. The display value of your package will 
be measurably increased. Mothers, fathers and house- 
maids will more readily purchase and will gratefully ap- 
preciate the convenience of a re-use container into which 
Johnny will naturally store the parts of his toy. 

Here, for instance, is a Toy Town box, developed for 
Modern Packaging by the National Metal Edge Box Co. 
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as a container for a set of wooden wheeled toys. Gayly 
colored to represent a small toy railroad station, the box 
ships flat but may be erected by the simplest of operations 
into a peaked roof affair with an unusually realistic 
touch. Even the metal edging which supports the con- 
tainer—and permits its assembly into sturdy form from 
flat die-cut blanks just prior to shipment from the fac- 
tory—has been worked into the design to further 
heighten the realistic effect. On display the retailer has 
but to lift a portion of the roof to disclose the contents. 
As an aid to sales, the box serves as an integral and 
valuable portion of the toy set. 








Another and unusually successful approach toward the 
toy packaging problem. Here we have a colorful cor- 
rugated shipping container, in the form of an airplane 
hangar, with pre-slit doors at back and side and large 
hangar doors at the front. 

Used as demonstrators on island display tables in de- 
partment stores, such containers cannot help but stop the 
passing eye. Yet the container is easily handled and 
shipments may be made from warehouse stock with or 
without a plain paper over-wrap. A container of this 





type may be utilized for dolls, automobiles or whatnot 
merely by changing the exterior decoration and altering 
some details of construction to meet the particular re- 
quirements of the product for which it is intended. 

Thus a house, gas station, log cabin, fire engine house, 
garage or many another building associated with the use 
of the toy itself might be created at low cost, made all 
the lower since no shipping container is required. 
Made specially for Modern Packaging by the Hinde & 
Dauch Paper Co. 
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A new and patented type of slant-side carton, developed 
by the Michigan Carton Co., seems to lend itself par- 
ticularly to the display presentation of giftwares. 

Here shown is a series of five containers specially de- 
signed for Modern Packaging’ and .demonstrating the 
vast number of variations to which the basic principle 
of this box lends itself. 


1. A towel. gift carton containing two awash “cloths, .a bath and 
face towel, is made of three pieces—the carton itself, the insert to 
hold the towels and the cover. 


2. The tobacco-pipe combination is a one-piece carton with a 
top that first locks and a tray that then tucks into place. 


3. A children’s stationery set is another novel presentation. 
It contains twenty-four sheets of paper and envelopes. The equi- 
lateral triangle box is a novel one-piece carton that could be em- 
ployed for many uses such as candy, nuts, bath salts, etc. 


4. Another one-piece carton which achieves novelty through its 
octagonal shape. 
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Packages utilizing glass containers, with or without pared holiday patterns and a viscose secondary closure. 
viscose type seals, may frequently find it possible to work The six containers here illustrated use holiday wraps 
an easy conversion to a holiday effect by the use of sealed into position with Sylphseal bands. Prepared for 
printed transparent cellulose, in stock or specially pre- Modern Packaging by the Sylvania Industrial Corp. 





Metal foil box wraps, delicately printed and delicately age as demonstrated in these two examples specially 
embossed, can convert the ordinary flat rectangular set- prepared for Modern Packaging by the Cameo Die ,, 
up box into an outstandingly beautiful Christmas pack- Cutting and Engraving Co. - 
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Oldest, simplest and frequently best of all methods of 


achieving a Christmas atmosphere is the use of a paper 
overwrap in conjunction with a standard package. Two 
elements must be paramount when such wraps are con- 
sidered. First, suitability of the wrapper to the in- 
tended contents and second, practicality for the con- 
sumer in handling, carrying and opening. 

The packages here shown, prepared for Modern Pack- 
aging by the Dennison Manufacturing Co., illustrate ex- 
amples of the proper adaptation of wrapping to product. 


1. Plain gold paper and white velour ribbon. The three dimen- 
sional bell seal adds distinction to either small boxes containing 
wrist watches, necklaces, or large packages for jewelers’ items such 
as clocks and silver dishes. 


2. The sports scene is exceptionally appropriate on the wrapping 
for this box intended for sporting goods. 


3. The holly fabric paper is masculine in appearance and can be 
cut well for items ranging in size from belts and ties to lumber 
jackets. The little piece of red ribbon underneath the seal sets it 
off and is easy to apply. 
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4. Plain shiny black paper with one holly seal makes a striking 
package for smoking accessories, a relatively inexpensive gift. 





5. The snowberry paper with white cello-ribbon and the bird 
card is distinctly feminine and will wrap equally well, gloves, 
lingerie, stockings, handkerchiefs and large packages such as bath- 
robes and other feminine garments. 


6. The tiny tree though widely spaced can be cut to advantage 
for all size packages. The gold ribbon adds that touch of richness 
and in different widths will tie effectively all kinds of cosmetic 
packages from small bottles of perfume to large boxes of soap. 


7. Seeing stars. The inexpensive paper with the sentimental 
Santa Claus will fit in well and add distinction to the general run 
of liquor cartons and displays. 


8. The scene on a grey background with the bright red ribbon 
seems singularly appropriate for the wrapping of books. 


9. The cornucopia has a lush appearance suggestive of gastro- 
nomical delicacies. It can be expensive on metallic stock or in the 
lower price bracket on plain white tissue. It is properly scaled to 
be used effectively on all boxes ranging from a half point of candy 
to mammoth fruit cakes. 











The Christmas packaging problem of the average textile 
manufacturer or fabricator is a particularly difficult one, 
principally because a single package must often be made 
to hold a number of variant sizes of product. In some 
instances, such a package must be made so as to con- 
veniently hold several different products. One way out 
of this dilemma is here presented in the form of a folding 
box type of container designed especially for Modern 
Packaging by the Simplex Paper Box Corp. Both base 
and top of this box are of patented construction, so de- 
signed as to ship flat and to permit of easy erection into 


rigid position just prior to packing. Unique is the extra 
die-cut flap which folds over the inserted product to dis- 
close its texture and color through a die-cut window. 
This flap not only provides a suitable frame for the prod- 
uct but permits the insertion, into one standard pack- 
age, of products which vary quite substantially in size 
and even in shape. Thus a product slightly smaller 
than the container would not disclose its ‘‘shortcomings’’ 
when properly inserted behind the mask. Provision is 
made for the insertion of the giver’s signature in a space 
provided for this purpose on the folding flap. 
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A mug of Platonite, ha -bodied white glassware, is decorated 
specifically for the purpose of presenting a product such as Tom 
and Jerry batter in a container with a definite re-use purpose. 
The lip of the container lends itself to sealing the product and 
the character of the mug with such a decoration tells the story 
of both the package and the re-use value. Color is important. 
The mug may be sprayed a solid color, and the decoration applied 
in a contrasting color, or the white Platonite may be used as a 
background for varying color combinations for the decoration. 


The use of applied lettering with stock glassware items 
permits the holiday packager to achieve unusual Christ- 
mas effects in a relatively short period of time, at a rela- 
tively low cost, while still gaining all the advantages of 
exclusive design. 

Designer James S. Kelly of the Hazel-Atlas Glass Co., 
here shows and discusses two possibilities which fully 
illustrate the potentialities of this relatively recent form 
of glass decoration. 


Here the transfer of a Platonite container into a Christmas package 
can be easily accomplished by spraying the item in a solid color and 
sealing with Christmas wrapping. Such an item may be decorated, 
of course, with any Yuletide design, but this sketch proposes a solid 
color container in red, green, or other color suggestive of Christ- 
mas to carry its own colorful message. 








Not every product can afford a special Christmas pack- 
age. Sometimes the time element makes this impossible. 
Sometimes the cost of the special package would be pro- 
hibitive. On other occasions, a special package would 
require a complete new packaging line—obviously un- 
justified by the potential volume of holiday business that 
might be anticipated. 

For such instances, an embossed metal foil label—care- 
fully designed and cleverly used—may provide the per- 
fect solution. The one here illustrated, designed for 
Modern Packaging by Richard M. Krause, Inc., is held in 
position by a fabric ribbon, threaded through die-cut 
holes at the top and bottom of the label. Provision is 
made in the lower quarter of the label for the insertion of 
the gift giver’s name. The entire conversion process— 
from standard pack to Christmas package—requires 
merely the addition of a single operator at the end of the 
packaging line and hence both material and labor costs 
are held toa relatively low point. 
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Packagers who turn to transparent containers for prod- Thus the packages here shown, prepared for Modern 


ucts.frequently left unpackaged or in more formal con- Packaging by the See-[hru Container Corp., utilize a 
tainers during the rest of the year, may find it possible to simple criss-cross pattern, printed in white, to emphasize 
achieve a holiday atmosphere through a combination of the warm tones of the stockings, flower and candy prod- 
the color on the package and the product color itself. ucts for which the packages have been designed. 


Possibilities for product decoration with the use of em- 
bossed foil tags are almost infinite. The suggestion here 
shown, prepared for Modern Packaging by the Tablet & 
Ticket Co., is delivered to the user in flat form to be 
utilized as a double-faced tag with a ribbon or string 
running between the two pieces of foil. For other prod- 
ucts in the same line, the user has the option of tearing 
the tag apart at the perforation, using both pieces as a 
seal. When used asa double-faced tag, slight pressure is 
sufficient to cause the adhesive on both sections of the 
tag to forma bond. 
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Pliofilm ribbons, fabricated by Freydberg Bros., Inc., are here used in 
conjunction withPliofilm sheets as ties for a series of holiday packages. 


For packages which are ordinarily wrapped in protective 
materials, the problem of providing a Christmas atmos- 
phere can frequently be solved by simply substituting an 
unusual color or type of material for the one used for the 
other ten and one-half months of the year. 

Thus in this cigar box, specially prepared for 
Modern Packaging by the Goodyear Tire & Rubber Co., 
we find Pliofilm utilized as an overall wrap to combine 
decorative as well as protective properties. A diago- 
nally tied Pliofilm ribbon completes the ensemble. 

















The Owens-Illinois Glass Co. placed before four different 
manufacturers the problem of developing holiday pack- 
ages for 2 group of stock containers. Fictitious labels 
were affixed to these and the kits here shown prepared. 
Note how suprisingly varied are the effects achieved 
with the same glass units. 


1. A cardboard box with the items lying flat was supplied by the 
W.C. Ritchie Co. 2. This wooden make-up kit has obvious re-use 
value as a sewing box or cosmetic kit. Furnished by The Pilliod 
Cabinet Co. 3. The cardboard box with the four items standing 
on end was furnished by the Warren Leather Goods Co. 4. The 
transparent box with three items furnished by the Transparent 
Specialties Manufacturing Co. 
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Provided a product can stand a reasonably high package 
cost or provided that a sufficiently large volume may be 
anticipated and thus afford a reduction in such cost to 
acceptable levels, the private mold package offers un- 


usual possibilities for gift and holiday merchandise. 

The two suggestions here shown were prepared by de- 
signers Nesbitt and Ehat for General Plastics, Inc., and 
for Modern Packaging. 


1. A combination merchandising package and wall cabinet. The base of the box 


has a grooved or slotted lug in its back permitting the entire case to be temporarily 
anchored to the wall, with the cover dropped downward to form a shelf. 


2. A foot powder box, designed for masculine appeal, refilled from an opening 
in the base and possibly with a paper container re-fill. The container would be 
molded with a slip-cover top and the vertical band would either be wiped-in, in 
any desired color, or provided by means of a small metal insert. 
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Corks, metal caps and molded plastic caps are readily 
adapted to the problem of special holiday decorations 
for the Christmas package. By means of a gay design on 
the copy of an embossed-top cork, a metal cap or a 
molded plastic cap, the Christmas spirit may be easily ap- 
plied to a stock container of almost any type. And in 
many cases, this may be easily accomplished at only 
a very slight additional cost. 


A. Molded plastic caps that display appropriate decorations may 
be designed to order for the Christmas package. The wide range 
of rich colors and pastel tints in which specially designed molded 
plastic caps are available makes them ideal for use on packages con- 
taining perfumes, creams, lotions, etc.. 

B. Metal caps in both the single shell and double shell types may 
be lithographed in any number of colors desired with trade marks 
and Christmas motifs. Lithographed designs on metal caps offer an 
inexpensive method of creating a holiday atmosphere for glass 
containers. 

C. The embossed-top cork which consists of a hardwood top 
firmly attached to a resilient cork offers a wide range of possibilities 
for the application of Christmas designs to holiday packages. The 
hardwood tops may be embossed in colorful, two-tone effects with 
any design desired. The design motif may embody the traditional 
subjects such as holly leaves and berries, Christmas trees, etc., or 
manufacturer's trade mark may be combined with suitable Christmas 
symbols. Specially designed molded plastic tops may also be 
applied to this type of closure. 
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Stock molded containers may frequently be utilized in 
conjunction with paper or metallic labels and seals and 
ribbons to achieve attractive holiday effects for short runs 
and in short order. 

The package here shown consists of a series of nested 
bonbon dishes, each with a capacity of '/,-lb., wrapped 
with a stock pattern of cellophane or similar material and 
tied with ribbon or cord. The package is topped by a 
metallic label carrying brand and manufacturer's name 
identification. 





A wooden box may be a coffin for your product or it may 
be a remarkably effective sales stimulant. Whether it is 
to be the former or the latter depends largely upon the 
intelligence with which it is designed and the skill with 
which it is fabricated. 

Primarily a re-use container, the wooden box should 
be easy to open, easy to close. It should hold a full 
supply of your product in compact fashion, and its re-use 
should be associated in some way with your product 
since about the worst thing you can do to a wooden box 
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Designed for Modern Packaging by the Beetle Prod- 
ucts Division of the American Cyanamid Co. 

Another molded plastic suggestion prepared by the 
Beetle Products Division calls for the use of a drum type 
molded: container with a silver strap band sticker to 
carry the manufacturer's name and trade mark, thus per- 
mitting the use of one or more stock containers of vary- 
ing sizes and their unification into a single family group 
by the application of a single type of metal foil band. 


is to imprint it boldly with your trade name or brand 
name. Having given up this means of identifying the re- 
use container with your product, you will obviously not 
gain much if re-use separates container from product. 
These six boxes, especially designed and fabricated 
for Modern Packaging by The Pilliod Cabinet Co., are 
outstanding examples of the effectiveness which fine 
wood grains lend to a package. Their simple lines and 
cleverly worked-in fluted decorations are further en- 
hanced on display by the use of colored linings. 
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1. The ‘‘Imperial Lady” kit has a removable insert case containing four bottles and the necessary accessory 


tools. The outer container may be utilized as a smart handbag. 2. 


Another handbag type of kit which 


contains two shelves for bottles with accessory tools on the interior of the hinged front face of the container. 


COSMETIC KITS GO STREAMLINED 


The traditional holiday package of most cosmetic manu- 
facturers has always been some form of travel kit. Yet 
all too many of these fell far short of practicality, of good 
taste and of that appearance of fine quality which would 
induce the recipient to proudly preserve and utilize the 
container as well as the contents. There have been ex- 
ceptions it is true. Some in recent years have won All- 
America Competition distinction. But most of these 
exceptions have been in the higher priced brackets and 
the gift-giver wishing to spend less than ten dollars had 
to either pick something falling far short of his desires 
or do without. Usually he did without. 

This year, however, for the first time, The Revlon Nail 
Enamel Corp. has made a major attempt at satisfying the 
needs of the Christmas buyer and in doing so has plugged 
up a gaping hole in the gift market. The Revlon pack- 
ages are the work of designer Fred Breen, who has 
cleverly utilized genuine and imitation leathers to form 
containers having a high utility value. 

The line consists of nine kits, priced at retail as low as 
$1.25 and running to a top of $12.50. All bottles and 


jars stay snugly in place, safeguarded against rattling or 
displacement by a patented type of spring clip. Linings, 
although soft and feminine, are protected from files and 
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and Revlon thereby proves that holly leaves 
are not needed to make a Christmas package 


emery boards by strips of celluloid. Zippers and snaps 
are of non-tarnishing metals and, in general, every effort 
has been made to provide kits which will provide dur- 
ability as well as fine appearance. 

The individual containers boast a number of unique 
features. One, for instance, consists of a genuine calf- 
skin purse with a removable insert case containing nail 





3. Two tones of imitation leather are utilized with silver tooling 
to achieve a smart modern effect in this round-walled travel kit. 










































enamel, oil remover, cuticle lotion and a number of ac- 
cessory tools. The outer container is usable either as a 
kit or as a perfectly acceptable and smart handbag. 

Another model, likewise done in genuine calfskin, is 
of the general shape of a portable typewriter case—a rect- 
angular kit about the size of a handbag with a slanting 
front face which, when open, discloses two neat rows of 
clip-held jars and a series of conveniently placed tools. 

In another instance, semi-circular side walls, in one 
tone of Fabrikoid, frame a drop lid of pearl white Fabri- 
koid tooled in silver. Here again, the two-shelf con- 
struction is utilized with the accessory tools on the 
hinged face of the package. 

The Duchess model consists of two trays which, when 
open, stand in front and in back of a pedestal holding 
four small bottles. The trays are hinged to the pedestal 
and when lifted in upright position form a deep rect- 
angular container with decoration restricted to the chaste 
lines of the container itself and to four small series of 
tooled squares around the upper edges of the trays. 

Another container—and one admirably suited for dis- 
lay puroser—has a drumshaped fon and squre-cor- A ard td ped i of he i 
nered back with a lift lid which, when raised, discloses s : 
five jars, each in position for convenience in use and for 
graceful display. A less expensive model is rectangular 
in shape with its lid cutting diagonally from upper rear 
to lower front. When lifted, the upper or lid triangle 
discloses the accessory tools, while the lower section or 
base is found to contain four clip-held jars. 

To accompany the promotion, an unusual 12-color 
lithographed display has been developed and, it is re- ~z 
ported, has been widely and enthusiastically accepted by Leeelier Hane 
beauty salons. The central panel utilizes a direct color J : 
photograph by Paul Hesse, flanked by two smaller 
panels, so hinged as to stay slightly back of the main por- 
tion of the display, giving a three-dimensional effect. 

Credit: Display designed by Arthur A. Alter of The 
Revlon Nail Enamel Corp with lithography by Einson- 
Freeman, Inc. Kits by Utilapak Co. and Roth and 
Wiener Co., Inc. Jars by the Carr-Lowrey Glass Co. 


Closures by Armstrong Cork Products Co. 5. Beauty salons are supplied with this 12-color lithographed 
: display whose central panel utilizes a direct color photograph. 











7. The side walls of this kit drop when opened to form 6. One of the less expensive kits utilizes two triangular sections 
a double tray effect disclosing conveniently placed tools. to form a rectangular two tone box, with clip-held contents. 
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Designer George Runge 
has planned all four sides 
of the Gro-Lux container 
for integrated use as a 
display for counter or 
window. Boxes, utilize 
a green background 
with black as a second 
color and with the white 
of the boxboard itself in- 
geniously brought into 
the design to provide a 
strong three-color effect. 


TRIPLE DUTY LAWN FOOD PACKAGE 


The usual practice in package design has always involved 
consideration of the various sides in a rectangular pack- 
age as separate panels, each serving a specialized func- 
tion and each to be treated in a specialized way. 

Some years ago a few designers began to think of a 
package as a unit seen in relation to other units by the 
consumer. Their designs were so planned as to permit 
of the achievement of somewhat startling and attractive 
display effects through the combination of a number of 
packages, either in rows on the shelf or in pyramids or 
piles on the counter. 

But very few packages indeed have carried this process 
a step further and so coordinated the design of the four 
separate sides of their rectangular packages as to permit 
their use in combination as a completely integrated dis- 
play. A few notable exceptions are of course to be 
found, the Standard Oil Co. of Indiana with its All- 
America prize-winning can of last year being an outstand- 
ing instance. 

Now in the case of Gro-Lux, a new fertilizer and lawn 
food, a triple duty box has been designed to serve as con- 
tainer, window display and counter set-up—utilizing 
this principle of integrated panel design and carrying 
it, perhaps, even a step further than ever before. 
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cashes in on consumer curiosity 
to force reading of full message 


Tie-up of the four sides of the package as a unit was 
possible in this instance because the process of using Gro- 
Lux lent itself to this attention-creating device. ‘‘The 
man with the hose’’ on the front panel of the package 
was so placed as to arouse con- (Continued on page 92) 


The Gro-Lux Liquefier is 
presented in an_ easel 
display so designed that 
the actual unit forms 
an integral part of 
the display picture. 
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Only a little over three years ago, when Modern Pack- 
aging reviewed the existing status of toy packaging, it 
found an industry which, with a few outstanding ex- 
ceptions, considered packaging as principally a matter of 
packing—of getting the product into the store all in one 
unit. Such designs as were utilized in decorating pack- 
ages usually succeeded in defeating their own purpose 
and in making a good product seem cheap by associa- 
tion with cheap art work, poorly reproduced. 

In the short time which has elapsed since then, how- 
ever, many of the leading toy manufacturers have shown 
an increasing awareness of the importance of adequate 
display, sturdy package construction and package utility 
in conjunction with the toy itself. In this direction 
they have been influenced, in large measure, by the de- 
mands of the more wide awake retail store buyers and 
the situation has today progressed to a point where one 
journal in the industry has sponsored a toy packaging 
competition, two of the prize winners of which are 
here shown. 

The grand trophy of the competition was awarded to 
The Kilgore Mfg. Co. for the redesigned package now 
utilized for a set of five toy automobiles molded of colored 
plastics in modern streamlined design. These toys, 
when introduced a year ago, were presented to the market 
in a telescope set-up box with a colorful lid given further 








TOYS ARE NO LONGER “PACKED” 





The toy industry is today avidly courting the advan- 
tages of sound package design and sturdy construction 


sheen by a lamination of cellophane. The company 
since discovered, however, that in spite of very satis- 
factory sales, the package was not providing the fullest 
measure of display value. Frequently the lid was turned 
over and the box containing the toys inserted into the lid 
to display the contents. This, of course, completely 
covered up the box cover and thus destroyed the effect 
originally sought. 

To overcome this defect, the new container was de- 
veloped as an elongated folding carton with a series of 
die-cut cellophaned windows. (Continued on page 93) 





1. A sharp contrast is easily discerned 
between the old and new Kilgore 
packages. Note the increased display, 
sanitation and protection afforded by 
the new and less expensive container. 


2. Designer Dale Nichols has achieved 
a unified family effect for the Tootsietoy 
line, while providing for easy identifica- 
tion of each package through the use of 
illustrations featuring the product within. 
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In presenting Koldee frozen novelty bars to an estimated 
weekly consumer market of 35,000,000, the makers of 
this confection have hit upon a package so revolutionary 
in construction as to eliminate entirely the conventional 
paper sleeve and wrapper used generally for frozen milk 
and ice cream sticks. 

Koldee’s sponsors are the Consolidated Supply Co. of 
Los Angeles, a subsidiary of Western Dairy Products Co. 
In placing the new Koldee package on the market, they 
sought an idea that would tie-in with a popular theme 
and thus stimulate sales interest. With shrewd judgment 
they capitalized on the current popularity of the so- 
called charms or trinkets worn on watch chains, brace- 
lets and necklaces, reproducing them in the form of 
miniatures of six quaint characters that are flashed on the 
screen in a Hollywood animated cartoon. In this way 
they created for the frozen dainty a ready-made market 
of millions of children as well as grown-ups. 

The characters selected for reproduction as gift charms 
represent those lovable vagabonds, Porky and his gay 
companions, Petunia, Fluffnums, Daffy Duck, Patrick 
Parrot and Elmer, as well-known as their animated 
friends in the Mickey Mouse series, but taken from Leon 


GIFT PLAN TO BOOST SALES 








Schlesinger’s Looney Tunes and Merrie Melodies. The 
latter are distributed by Warner Bros. studios through 
some 8500 theatres in this country and Canada. Thus 
the six little animated characters were pressed into ser- 
vice for sales acceptance of Koldee as well as for general 
entertainment and amusement. 

The miniature figures are stamped on thin aluminum 
and have tiny holes at the top so that they can be strung 
on chains. One of these charms is inserted in a pocket or 
flap on the outer side of every Koldee package. They are 
so distributed in packing as to make it possible for every 
boy or girl to obtain a complete set. 

In addition to these free gift charms, the gift plan 
offers to girls a rhodium bracelet or necklace chain upon 
which to mount the complete set. A full printed story 
and character sketches of the cartoon cast appear on the 
carton. Instructions to girls read: ‘‘Get beautiful 
rhodium bracelet or necklace chain for attaching Koldee 
Looney Tunes charms as pictured hereon and insert one 
dime for bracelet or two dimes for necklace (to help pay 
mailing cost) under flap where you found free gift on this 
carton.’’ The same instructions apply to boys in obtain- 
ing a tie clasp for a dime and a (Continued on page 96) 


The special gift plan devised to boost Koldee sales is described and sketched 
on the reverse side of the carton. Note the sectional perforations which facilitate han- 
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dling of the bar and the small pocket in which is inserted a Hollywood gift charm. 
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In the foreground is seen the changeover from an ordinary package to the newly designed carton which ties-up with 
newspaper and radio advertising. The back panels, so designed as to give an effect of seeing the fleet in review,carry a 
description of each ship pictured. In the background is a jumbo size package distributed to dealers for display purposes. 








STYLED FOR JUVENILE APPEAL 





The spirit of adventure is characteristic in almost every 
boy—he reads avidly of the accomplishments of baseball 
and football heroes, of cowboys and other adventurers 
whose exploits fire his youthful imagination. Taking 
cognizance of this trait, in 1934 Lt. Com. Frank V. Mar- 
tinek, a reserve officer in the naval intelligence, drama- 
tized the service around the activities of Don Winslow, 
a young naval officer, for the Bell Features syndicate. In 
1936, the National Broadcasting Co. adopted Winslow 
for radio and since May of this year, the Kellogg Co. has 
been using Winslow in a Wheat Krispies radio program 
and has carried its advertising theme—Don Winslow of 





the Navy—to millions of youngsters. So this romantic 
character, for years a popular ‘‘strip’’ in 165 newspapers 
takestothe air and, as a further step in the merchandising 
of Wheat Krispies, the nautical, adventurous spirit built 
around Don Winslow is incorporated in the product pack- 
age itself. 

Capitalizing on the popularity of this sea-going hero 
of radio and newspaper sequences, the front face of the 
newly adopted carton for Kellogg’s Wheat Krispies pic- 
tures a naval o‘ficer against a background of colorful 
signal flags. The reverse side of each package carries a 


color reproduction of some (Continued on page 96) 
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1. The Clark-Millner Co. uses these plastic containers for its Twin 
Sisters cleansing pads. The compacts are light in weight and are of 
a size convenient for the handbag. The cover is of white urea, 
embossed with the product name. The base is produced from 
molded Bakelite phenolic, a resistant material suited to the chemically 
treated cleansing pads. Molded by National Plastics, Inc. 


2. The Pride of Power coffee bags were designed with an eye 
to future additions to the family. The bags utilize color combina- 
tions which vary for each brand—Red Seal using red, yellow and 
black and Blue Seal, blue, silver and black. The change in color 
and name can thus be changed for future brands without any loss of 
family resemblance. Bags by The Continental Paper Products 
and designed by G. Gallop of Victoria Paper & Twine Co. Ltd. 


3. The package for Verv, a new soapless shampoo, utilizes a 
clever bubble pattern in green on white for both the carton and 
label. Product name is given emphasis by means of reverse lettering 
on a red background. Cartons by the Modern Folding Carton Co. 
Bottles and closures supplied by the Owens-Illinois Glass Co. 
Packages designed by Francis Farrar Goldsborough for the American 


Pharmaceutical Co., Inc. 


4. Two new members have been added to the Windsor House 
toiletry line. The Eucalyptus bath oil is presented in a container 
that may later be used as a water carafe or wine decanter. The 
raffia neckband is brown to match the deep brown wooden stopper 
and the ribbon-trimmed tweed display container. The toilet water 
is packaged in a light tweed container tied with orchid ribbon which 
identifies the entire line of Orchid toiletries. Bottles by Glass 
Containers, Inc., wooden stopper by Western Stopper Co., brass 
closure by Scovill Mfg. Co., containers by Hersee Paper Box Co. 


5. After 15 years of selling lettering guide sets in wooden cabi- 
nets, the Wood-Regan Instrument Co. is presenting its product 
in a molded mahogany Bakelite cabinet. The new cabinet provides 
uniformity of the various recesses for holding the instruments in 
place and is claimed to save approximately 40 per cent in cost over 
the former cabinet. Molded by Auburn Button Works, Inc. 

















































6. Ferdinand J. Obeck is responsible for the design of the Corona 
series of packages for the Penn-Jersey Auto Stores, Inc. Litho- 
graphed in blue and red on white, the containers embody simplicity 
of design for legibility and eye appeal. After a three months’ 
check-up, the company reports that consumer sales have jumped 19 
per cent since the introduction of the new packages. 


WHITE Rt 


7. Penslar Milk of Magnesia, a product of the Penslar Co., Inc., Toren 
is packaged in handsome containers of blue glass. Labels are 
printed in two shades of green with the product name in reverse 
lettering against the darker shade. The double shell metal caps, 
supplied by the Armstrong Cork Products Co., are likewise of a 
green color to give suitable harmony to the packages. 


8. Packages, as used by the Hickok Mfg. Co., Inc., for men’s and we 
boys’ belts, are of patented construction. The window insert of 
the cover is so designed as to form an integral part of the set-up 
container. The sturdy box affords ample display for the product 
while assuring protection from dust and dirt. Manufactured by 
the Flower City Specialty Co. 


9. The Holford Company’s Inhaler is of a convenient size for 
handbag or vest pocket. The container is sealed with an Arm- 
strong embossed top cork which is removed, by those seeking 
relief from head colds, and the fumes inhaled direct from the cork. 
The red hardwood top is neatly embossed with the words, ‘‘Inhale 
from cork”’ and the individual trade mark of the manufacturer. 


\ 


10. The Seville Olive Company's Los Olivos Hearts of Arti- 
chokes are appetizingly packaged and displayed in these simply 
decorated glass jars. The patented, easy-opening cap and the 5 





wide mouth of the jar assure easy access and easy removal of the 
contents. The broad base affords stability on the filling line and the 
light weight construction of the container provides advantages in 
shipping and handling. The embossed labels harmonize with the 
general color tone of the product. Jars supplied by the Owens- 
Illinois Pacific Coast Co. 


11. A new Mennen Co. product, Quinsana, a deodorant and 
athlete’s foot treatment, is presented in a strikingly simple container 
of dark and pastel blues. Designer Edwin H. Scheele has kept 
copy on the package down to the essentials—product and company 
name. Containers by the American Can Co. 
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In a factory in Ohio, a few years back, chemists and engi- 
neers struggled to develop a glass brick. In potteries 
in Trenton, N. J.—with kilns shut tight in the deepest 
depression tile makers had ever seen—ceramic technicians 
worked up new ideas for new types of tiles. In a metal 
working plant in Michigan, another group of engineers 
designed chromium fixtures, fixtures fit to accompany a 
uniquely styled bathtub, developed by still another body 
of research stylists in Pittsburgh. And finally, in Wash- 
ington, some 435 Congressmen and 96 Senators contrib- 
uted their bid by passing a bill permitting the Federal 
Government to guarantee bank loans for the building of 
new homes and for the modernization of old ones—bank 
loans and mortgages which have brought the glass brick, 
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For the higher priced brackets, Cannon this year presents a large blue chest with a colorful flower pattern and an oval die-cut 
platform to set off the selected towels. The See-Thru box surmounts a vivid cerise base with a transparent “showcase” hood. 


CANNON SCORES AGAIN 


with exquisite holiday boxes for every 
price range and taste classification 





the chromium gadgets, the modern tiles, the new bath- 
tubs and a host of other novel, colorful and unusual ma- 
terials and appliances into the modern bathroom and 
into hundreds and thousands of homes. 

These metallurgists, chemists and legislators did not 
intend to solve the problems of North Carolina box 
makers or South Carolina textile workers or of depart- 
ment store clerks everywhere. And yet, in a very real 
sense, this is exactly what they have succeeded in doing. 
For, in taking the feet off the bathtub and bringing style, 
color and attractiveness to this formerly neglected room, 
they have caused housewives and gift buyers everywhere 
to show a new interest in bathroom accessories. 

Cannon Mills, Inc., the world’s largest makers of bath 



































towels, have not, of course, waited for this interest to 
develop. They have, on the contrary, for many years 
gone aggressively at the problem of creating this in- 
terest. They have, for more than a decade, been among 
the largest of national advertisers. They have, for many 
a year, been among the largest users of full color space in 
such advertising. And in promotions, through thou- 
sands of retail outlets, the company has always featured 
and stressed the importance of tastefully selected color in 
the bathroom. 

The important point to note is that Cannon pioneering, 
in the promotion of colorfully matched sets of bathroom 
towels, ranged down from the high priced brackets to 
the popular prices and even the low priced lines at just 
about the right moment, at the time when every other 
influence caused people to think in new terms about the 
decoration of bathrooms. 

Cannon realized, a number of years ago, that such sets 
of towels could well be sold as gifts if properly grouped 
and appropriately packaged. Originally, such gift sets 
were conceived as special seasonal promotions for Christ- 
mas and for the June wedding season. While these facts 
are still kept paramount in designing the packages, the 
company has found an increasing interest in towel gift 
sets for all-year-round selling and its current designs have, 
therefore, been keyed to a note suitable for selling at any 
time during the year as well as at Christmas. 

Box sets were formerly supplied principally in the 
higher priced brackets where style consciousness in re- 
gard to towels at least seemed to be exclusively located. 
But the increasing publicity which all the activity de- 
scribed above brought forth in magazines and newspapers 
caused an increasing awareness of the possibilities which 
such sets offered in terms of decoration as well as in terms 
of usefulness. 

Today, therefore, the company has found that a market 
exists at every price level for colored, patterned towels 
and hence every set of such towels for bathroom and 
kitchen use is designed for every price range. 

One finds the Pantry box set of vivid printed dish 
towels in a brilliant red set-up box with the Cannon name 
super-imposed in one corner in red and with a scalloped 
edging, suggestive of the pantry shelf, framing the be- 
ribboned towels. This package is designed to retail at 
89¢ and $1.00 as is the Ribbon box available in either red 
or blue with a white bow design on its cover and the 
word Cannon in white on the lower right hand corner. 
The popular priced bath towels within this package 
provide additional color on display and a brilliant red 
fabric ribbon supplies a final decorative note. 

In contrast, at the other end of the price scale are more 
elaborate packages such as the See-Thru box, a luxury 


1. Round and half-round boxes in colorful figured 
papers add interest to window and counter displays 
of Cannon merchandise. 2. In the middle priced 
register, Cannon uses rectangular packages which 
achieve novel effects by the interesting combination 
of rolled towels with the package itself. 3. For 
the low priced market, Cannon uses simple yet deli- 
cately treated telescopic set-up boxes. Even ‘here 
a colorful ribbon tie has been worked in. 








‘‘showcase’’ box with a hood of transparent material 
through which may be seen a vivid cerise base trimmed 
with touches of grey and white. The six pieces of this 
set are held in three-tiered compartments, each pair of 
towels being tied with a fabric ribbon. 

One also finds the Royal Daisy box, a large case whose 
hinged lid lifts to disclose an oval die-cut platform fram- 
ing a series of folded towels. On a blue background, 
colorful green, red, blue and white African daisies make 
a striking panel for both the exterior and interior linings 
of this package. 

Between these two price extremes lies the Scroll box, 
a formal rectangular hinged lid container which achieves 
a striking effect with its white cover decorated with a 
red and blue scroll designed, both inside and outside, and 
having a bright blue base. 

The Carnival box takes its (Continued on page 100) 
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An inexpensive, yet extremely sturdy 
and effective package is achieved by 
Sears, Roebuck & Co. through the 
use of a transparent cellulose sleeve 
over a one-piece folding box base. 
Extended friction locks provide 
color for the inside as well as the 
outside of the base without requiring 
two-side printing of the base board. 


Most manufacturers of sporting goods are faced with 
exactly the same series of problems which confront 
the makers of fishing tackle. Yet, in few divisions of 
the field have any manufacturers attacked these problem 
of merchandise presentation as aggressively or as suc- 
cessfully as have those who have served the angler. 
The reason may be found in the nature of the customer 
they serve, a customer as fascinated by color and shape 
and the glisten of bright metal as is the fish he seeks 
to lure. But whether this be the reason or not, the fact 
remains—tackle packaging has made tackle purchasing 
an interesting and exciting occupation. 

Consider, for instance, the simple transparent fishing 
lure boxes used by Sears, Roebuck & Co. They consist 
of nothing but a cleverly planned printed folding base 
and a transparent cellulose sleeve. The double side 
walls and extended friction locks on the folding carton 
base provide printed backgrounds when erected into 
position for the various lures. Thus a sturdy form of 
package is secured which, at the same time, requires 
printing on one side of the board only. Thecolor scheme 
utilized is dark green and light green with the major Of extremely simple construction, this display achieves 
part of the type matter in reverse lettering, disclosing effectiveness by placing the product in full view at counter 


: f : level. The display is shipped erect with the product in place, 
the white of the board. (Continued on page 94) the whole being held within a rectangular cardboard sleeve. 
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cted entry has been the second guiding principle of the Competition. 
with the creation of a new package, display or machinery installation may make 
entry, without charge or fee, and without restriction as to the number of such entries. 

On these two stout supports, the Competition has become truly an All-America Competi- 
tion. It has demonstrated, in hundreds of instances, its influence in encouraging the im- 
provement of packaging and display standards within the package-using industries. It 
has interpreted, through publicity, traveling exhibits, sound and color movies, etc., this 
forward march of packaging, to the general public and to industry at large. Its awards 
have come to be recognized by all industries as the highest single achievement in packaging. 

Although no change has been made in the basic character of the Competition, a few 
changes from the practice of previous years will be found in the nature of the awards and 
in the classification groupings. Whereas formerly gold, silver and bronze awards were 
made in each division, it has now been decided to make three awards of equal standing 
within every division. The decision was induced by the fact that the art of packaging and 
package design has advanced to a point where such refinements of judgment as are indi- 
cated by a first, second and third choice distinction can no longer be practicable. Hence, 
taking three awards per division as a desirable goal, the judges will be free to enlarge or re- 
duce this number according to the standard of excellence in any classification group. 

The classification groupings have been somewhat changed from last year. The Canadian 
division, initiated in 1937 as an experiment, will be continued as a full-fledged grouping. 
The division formerly known as ‘Displays: counter, floor or shelf’’ has been separated 
into two divisions in order to permit a better judgment of counter and shelf displays and of 
floor stands, in view of the differing characteristics of these displays. The bag and envelope 
and the wrapping groups, formerly separated, have this year been combined since, in the 
opinions of past judges, there exists sufficient similarity between the characteristics of the 








Anyone 


two groups to justify this change. 
For 1938, as in years past, the publishers of MODERN PACKAGING extend a cordial in- 


vitation to package makers, package users, designers and all those connected in any way 
with the creation or production of packages to participate in making this, even more than 
ever before, the ALL-AMERICA Package Competition. 


AUGUST 1938 51 


























@THE ALL-AMERICA PACKAGE COMPETITION DETAILED 


= U) sla dad 


in 1931 with 27] entries, twelve prize winners. It has grown each year, the number of packages 
and displays enterea in the last Ccmpetition being over 21,000. 


Whe spears i? 
Uho sponsors iL! 
U 


The Competition has, since its inception, been under the sponsorship of MODERN PACKAGING 
which underwrites all expenses involved in the classification of entries, the judging of the winners, 
the publicizing of the awards, the traveling exhibits of the winning packages, the sound and color 
motion pictures, the cost of awards, etc. 


ye Do Judges ile 


A board of judces representative of the viewpoints of consumers, advertisers, designers, packagers, 
etc., who serve without compensation and work without restriction. See the page opposite for 


biographies cf the 1938 judges. 
Wh MLA enler! 


Entry is open to all designers, package suppliers, machinery manufacturers, package-using firms 
and others responsible for the creation of the package or display. 


‘ae By ae 
What aT io entered! 
d 


Any type of package, display or illustration of packaging machinery installation which reached the 
market (or entered production) during the calendar year 1938. 


— Pak 
odny cestriclion Cul ent cies! 
t 


Any firm or individual may enter any number of packages, displays or machinery lines under the 
single limitation mentioned above. 


“UM ral rewards CT lhe winners 


First: the All-America award trophies—three awards being given in each of the 20 divisions. 
Second: a distinction which most prize-winners have capitalized—to both consumers and dealers— 
via every possible advertising channel. Third: publicity for product and maker through articles 
and pictures in hundreds of journals, newspapers, moving pictures, traveling exhibits, etc. 


i th i ? 
, > - ; oad 
FTE 1¢eTeé any Cha TGeS- 


There is no entry fee nor any other charge whatsoever upon either entrants or prize-winners. All 
expenses are borne by the sponsors, MODERN PACKAGING. 


5 


. -_ 
ves “ace enlties made! 


Via the entry blank to be found in this issue of MODERN PACKAGING. One blank required for 
each entry. Additional blanks may be secured on request. 


a re leat 
tell does lhe contest C ose! 


Last day for entries is December 17, 1938. Judging takes place immediately thereafter. An- 
nouncement of the awards will be made in the March 1939 issue of MODERN PACKAGING. 


* * * * * 
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ATEAR HERE A 


a 
The 1938 


ALL-AMERICA 
PACKAGE COMPETITION 


Sponsored by MODERN PACKAGING 


ENTRY FORM 








CLASSIFICATION 


[ ] 1. Folding Cartons a 6. Set-up Paper [ ] 11. Window [] 16. Labels and 
Boxes Displays Seals 


[] 2. Collapsible [| 7. Plastic Con- [ 12. Shipping Con- [ ] 17. Closures 
sabes tainers tainers [| 18. Rigid Transpar. 
["] 3. Fibre Cans [ ] 8. Monhinery and = [_] 13. Family Group (Cellu.) Cont. 
quipmen 
14. Wraps, Bags, 19. Miscellaneous 
[_] 4. GlassContainers [_] 9. Counter or Shelf a Envel.; Opaque U Containers 


| ae CT 15. Wraps, Bags, [ ] 20. Canadian 
[_] 5.MetalContainers [_] 10. Floor Displays Envel.; Trans. Packages 


Name and address of com- 
pany submitting package. 





Name of package 
submitted. 





Name and address of de- 
signer of package. 





Names of suppliers or man- 

ufacturers of all package 

parts assembled to form 

your entry—labels, bottles, 

cartons, closures, wrap- 
pers, etc. 


< 
be 
mt 
ae 
nh 
oe 
ee 
bes 
a 
< 





Manufacturers of machin- 

ery used in filling, sealing, 

labeling, etc. of package 
entered. 








the design and construction of the package entered, what was sought and how it was ac- 
complished, with, if possible, a statement of the sales resulting from the adaptation of 
the new package. If the package represents the redesign of an earlier package, please 
so state and if possible enclose sample of earlier design. (This information must be included 


with your entry.) 


NO ENTRY FEE REQUIREDD 


6. On the reverse side of this sheet summarize in approximately 200 words the reason behind 
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Please include on this sheet a summary, of approximately 
200 words, in which will be stated the objectives of the sub- 
mitted package, what was sought and how accomplished, 
with, if possible, a statement of the sales resulting from 


the adoption of the package. 


> 
» 
| 
aa 
a 
x 
ns 
a 
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PRINTED IN U.S.A. 


SUBMITTED BY (Give Company Name)... 


INDIVIDUAL HANDLING ENTRY..................... 


ADDRESS. 

















Se cone ALL-AMERICA PACKAGE COMPETITION 


Please fill out with re TENTH FLOOR 
425 FOURTH AVENUE, NEW YORK, N. Y. 


aUho ele tolela-t-t-te phacMe paelth 


ehh eel ols ale) Mctelia metelemet-2 






bf approximately rete ME} ob) 9) ol tele ME led ol 20 GROUP NO. 





tives of the sub- 
























accomplished, 


i READ CAREFULLY BEFORE FILLING OUT BLANK 


WHAT MAY BE ENTERED: Any package, display or package machinery installation which was 
placed on the market during the calendar year 1938. 


WHO MAY MAKE ENTRY: Entry in the All-America Competition is open to all package-using firms, 
designers, package suppliers, machinery manufacturers, and to others responsible for the creation 
of the package or display which is entered. 


NO ENTRY FEE: There is no entry fee but it is understood that all packages are to be submitted com- 
plete with contents and will remain the property of MODERN PACKAGING, to be placed in the 
permanent exhibit of packages maintained at its offices, 425 Fourth Avenue, New York City. 


CLOSING DATE: All entries must be post marked not later than December 17, 1938. 


NUMBER OF ENTRIES: Any number of different packages, displays or machinery installations may be 
submitted by any firm or individual. 


ONE BLANK PER ENTRY: If you are planning to enter more than one package or display, write now 
to MODERN PACKAGING for additional entry blanks. (If a group of packages are entered as a single 
family, use only one blank—see explanation in classification 13 below.) 


FULL INFORMATION: No entry will be accepted for judgment unless accompanied by a completely 
filled out and detailed entry blank. 


MAKE CERTAIN OF THE CLASSIFICATION OF YOUR ENTRY 


It should be clearly understood that these classifications are made as a means of group division and to facilitate judging. 
Each entry will be judged in its entirety, taking into consideration all of the inherent factors which determine its ability to 
promote the sale of merchandise. 


Y3URH UWALY 


If you have any doubts as to the classification of your package or packages, use this guide before filling in the entry 
blank on the opposite page. There are twenty groupings. Unless you enter your package in the proper group, judgment 
will be hampered and the possibility of its receiving an award greatly limited. 


1, Folding Cartons: All types of folding pa- 9, Machinery and Equipment: Installations 44, Wraps, Bags and Envelopes, Opaque: 
per or boxboard packages, except those of packaging machinery made during 1938. All non-transparent wraps, bags and envel- 


used primarily as shipping containers. Submit detailed floor plans, photographs of opes except those used primarily as bulk 
installation and samples of package and _ shipping containers. 

2. Collapsible Tubes: All metal tubes. production figures. 

(Rigid transparent [cellulose] tubes should 15. Wraps, Bags and Envelopes, Trans- 

be included under classification 18.) 9. Counter or Shelf Displays: Irrespective parent: All transparent wraps, bags and 


of material or type if primarily designed for envelopes. 


use indicated. 
3. Fibre Cans: All fibre-bodied cans, 


whether using fibre or other types of tops, ]@Q, Floor Displays: Irrespective of type or 
bottoms or closures. material if primarily designed for use indi- 
cated. 


16, Labels and Seals: Types used for stand- 
ard cans or bottles. If container is of a spe- 
cial design, enter package under one of the 


PRINTED IN U.S.A. container groups. 





















4, Glass Containers: Bottles, jars, vials and 11. Window Displays: Irrespective of type 


other types consisting primarily of glass. or material used if developed primarily for 17, Closures: Special design closures for 

window display. Submit actual displays or specific purposes should be entered here. 

5. Metal Containers: Cans and boxes, photographs. Does not include standard stock type closure. 
whether plain or lithographed, if used pri- 

marily as containers. 12. Shipping Containers: Irrespective of 18. Rigid Transparent (Cellulose) Con- 

(Metal Displays, see Nos. 9-10-11.) type or material used if designed primarily tginers: Containers primarily of rigid acetate 


as a shipping container. Includes corrugated 
and solid fibre boxes, wooden boxes, paper 
and fabric shipping bags. etc. 


sheeting. 


6, Set-up Paper Boxes: All non-collapsible 
types of paper boxes, including cloth and 
fabric covered boxes, primarily made as 
paper boxes. 


19, Miscellaneous Containers: Classification 
not included elsewhere, but try to find a 


Family Group: G f th 
Se RE SE EI I a elie ieee, 


packages bearing a close family relationship 

in design or branding. Includes only groups 

7. Plastic Containers: All containers pri- using various types of containers utilizing 920, Canadian packages: Any package pro- 

marily made of molded or cast plastics and two or more different materials —i. e., a duced in the Dominion of Canada should be 

primarily used as containers. range of related cartons only would fall entered under this classification and not 
(Plastic Displays, see Nos. 9-10-11.) under No. 1. under any other. 





























WILLIAM M. BRISTOL, JR. 
has served as All-America judge 
since 1932. As vice president 
in charge of production of the 
Bristol-Myers Co., he has earned 
an enviable reputation as a 
production executive whose ho- 
rizon of interest extends far 
beyond the confines of his im- 
mediate company activities. 


eJUDGES OF THE ALL-AMERICA PACKAGE COMPETITION 


GEORGE R. WEBBER, like- 
wise a _ veteran All-America 
judge, serves Standard Brands, 
Inc. in charge of all package de- 
velopment activities. An able 
engineer, his knowledge of 
package materials and their use 
in production, protection and 
marketing has been invaluable 
in previous Competitions. 


VAUGHN FLANNERY, rep- 
resentative of the designer in 
packaging, now serves his sixth 
term as an All-America judge. 
Vice president in charge of 
design, Young and Rubicam, 
Mr. Flannery has won distinc- 
tion as an advertising executive 
as well as distinguished reputa- 
tion as a package stylist. 








NEIL McCASH, head of the 
package and label! division of 
The Kroger Grocery & Baking 
Co. sits as an All-America 
judge for the first time repre- 
senting the viewpoint of the 
large retail chain organization. 
Having earned an enviable rep- 
utation as a designer and pack- 
age planner through his work 
for Kroger, he now supervises 
packages for non-competitive 
outlets who purchase merchan- 
dise made by the Kroger Co. 


* ¥ 








PAULINE ARNOLD likewise 
makes her initial appearance 
as one of the judges of the All- 
America Package Competition. 
As vice president of the Market 
Research Corp. of America and 
through her connection with the 
consumer research field since 
1926, Miss Arnold is admirably 
fitted to bring to the board of 
judges the consumer viewpoint, 
particularly of women who ac- 
count for the major portion of 
packages purchased. 


x 


ARTHUR H. VAN VORIS 
joins the board:of judges this 
year as the representative of 
the independent retailer’s view- 
point. Since 1916 a partner in 
I. Van Voris & Sons hardware 
and in the Van Voris Chevrolet 
Co. of Cobleskill, N. Y., he 
represents the most progressive 
and the most thoughtful top 
portion of all American re- 
tailers. Articles by Mr. Van 
Voris have appeared frequently 
in MODERN PACKAGING. 


- 





| 
| 
| 
} 
| 
| 


















1. Memo pad holder. Opening 
controlled to limit of 85 deg. by 
spring hinge. 2%. Spectacle case de- 
signed by Federico for Bausch & 
Lomb Optical Co. Cover open- 
ing controlled to limit of 108 deg. 
3. Match case, designed by Ger- 
hard M. Lee. Duplicate parts—both 
pieces are identical. Opening con- 
trolled to limit of 108 deg. 4, 5, 6. 
Jewelry cases. Limit of opening 
varies from 85 deg. to 108 deg. 
7, 8. Lighter cases, designed by 
Federico. Limit of opening 85 deg. 
9, 10, 11. Cosmetic cases. Cover 
opening controlled to limit of 89 deg. 





STREAMLINED HINGES 


Molded plastics are by their very nature streamlined ma- 
terials—modern synthetic resin, providing smooth, lus- 
terous straight or curved surfaces, admirably fitted to ex- 
press the modern taste for clean design. 

And yet, until recently, molded packages were not 
necessarily modern packages. 

The trouble was usually found in the problem of hing- 
ing the top or lid onto the base of the container. In the 
early plastic boxes, a piano type hinge was usually used. 
This, however, required the drilling of holes into the 
back of the base and the cover of the box for the inser- 
tion of rivets. The difficulty of drilling holes on a true 
center line to obtain good alignment of top and bottom 
sections and the breakage which occurred in the driving 
of the rivets were only a few of the troubles involved. 
Beyond these, the butt end of the hinge protruded from 
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now make molded containers more con- 
venient and more useful, yet less costly 


the back of the case and thus not only detracted from the 
streamlined appearance of the package, but offered a 
sharp edge to catch on clothes or to scratch furniture. 

A further drawback lay in the fact that these hinges 
were not of a self-closing type—in most cases—and 
therefore required one form or another of catch or lock 
to hold the box in closed position. This requirement, 
in turn, meant two additional troublesome and unsatis- 
factory assembly operations. 

As the years passed, development has proceeded along 
two lines. One has involved the refinement of such 
hinges and catches to a point where they assemble more 
easily and with less breakage. The other—a more radi- 
cal attack on the problem—has resulted in the develop- 
ment of a completely novel type of patented spring hinge 
involving no protrusions of metal (Continued on page 98) 
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Comparison of the old package with the four varicolored packages of the new line 
discloses, even in black and white, the remarkable appearance change effected. 


REDESIGNED AFTER 18 YEARS 


One of the largest and certainly one of the best known 
manufacturers of sheets and pillow cases is Fruit of the 
Loom, Inc. Blessed with a picturesque and graphic 
trade mark—one suggestive of the high quality of its 
product—the company has long enjoyed a favorable sit- 
uation among its dealers from the viewpoint of display 
and has exploited the advantages of its trade mark when- 
ever displays were planned for cooperative use by dealers. 

In terms of packaging, however, the hands of the clock 
at Fruit of the Loom, Inc., have stood still for some 18 
years. Perhaps this was because the package originally 
designed in 1920 was basically sound from a structural 
for its time— 





point of view and reasonably advanced 
as a typographical job. 

Confronted, however, with changing market trends, 
the company recently undertook the problem of changing 
its old sheet and pillow case packages as a single step 


Both sheet and pillow case boxes are of two-piece 
telescoping folding construction and except for varia- 
tions in shape, the designs are substantially identical. 
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in a progressive promotional program for these products, 
a program which at a later date will be extended to the 
other textile products of the company’s manufacture. 

The trade mark, which the company has used since 
1856, was utilized as a central feature of all the new 
packages, reproduced in brilliant (Continued on page 92) 
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O have ‘‘Buy-Appeal” in 
every detail, the smartly designed modern 
container must have the final touch of 
attractive decoration that a stylish cap 
provides. And maximum appearance value 
in metal caps is a result of careful, ac- 
curate manufacturing processes and high 
quality metals and coatings. 


ra dil il aos 


Armstrong’s Metal Caps provide plus 
values in appearance for your packages 
because of the rigid standards under which 
they are manufactured. They are made of 
fine-grained, ductile metal and formed 
with the proper contour and depth. Their 
lines harmonize with modern glass con- 
tainers . . . and they are available in a 
complete range of bright colors. In addi- 
tion, Armstrong’s Metal Caps may be 
lithographed in any number of colors 
desired to accurately reproduce your trade- 
mark or private design. 











Consistent sealing performance is like- 
wise an essential quality of Armstrong’s 
Metal Caps. You can depend upon them 
for faithful protection of your product. 
Specify Armstrong’s Metal Caps for your 
containers. Write today for complete in- 
formation, samples, and prices. Armstrong 
Cork Products Company, Glass <g@@ 
and Closure Division, 916 Arch @® 


Street, Lancaster, Pennsylvania. 








STYLISH METAL CAPS 


lc modem packages 





: Armstrong’s METAL CAPS > 
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Not over 5 per cent of the products of the Boston Gear 
Works, Inc., are bought over the counter. Yet the com- 
pany's flexible couplings have recently been placed be- 
fore consumers in a new series of set-up boxes, represent- 
ing the beginning of a packaging program which will 
later include all the universal joints, gears and other 
products made by this company. 

Since flexible couplings are industrial products, ordered 
on specification, the packaging problem is not that of 
producing a selling package for consumer goods—a pack- 
age that will catch the eye, convince the housewife or 
sell the gift-seeking shopper. It is, rather, a problem of 
protecting the product and thus insuring to the customer 
that the coupling or joint is in good working order and 
free from dust, rust or moisture. 

Yet once this problem has been recognized, a number 
of additional advantages, in terms of convenience in 
shipment, ease of identification, ease of stock handling, 
etc., were achieved as cost-free by-products of the pack- 
age change. Couplings and universal joints are first 
greased to prevent rusting and then wrapped either in 
cellophane or in heavy oil paper. These protective 
wrappings, together with the grease coating, provide 
ample assurance against deterioration of the product 
while on the stock shelf. Such protection becomes an 
important factor when it is remembered that both the 
Boston Gear Works’ distributors and ultimate consumers 


PHOTOS IDENTIFY THESE COUPLINGS 





frequently carry fairly large stocks of assorted types and 
sizes and that therefore the product may lie upon the 
shelf—subject to unusual moisture and temperature 
conditions for extended periods of time. 

The wrapped units are packed in set-up boxes in a 
range of sizes designed to accommodate various sizes of 
products. By the use of different color combinations— 
yellow and black, red and black, etc.—a ready identifica- 
tion feature has been provided for stockroom clerks and 
consumers by which they may distinguish grades and 
lines manufactured by the company. One end of each 
box is imprinted with a detailed description of the prod- 
uct, listing catalog number, hole size, etc. The side 
faces and the top of the box bear a photographic illustra- 
tion of the product and thus further aid ready identifica- 
tion. The boxes are of a very flexible type and are 
equipped with finger notches on either side. 

The use of set-up boxes serves to reduce the relatively 
unwieldy shapes of couplings, gears, etc., to a series of 
rectangular units readily packed for shipment. The 
company has naturally capitalized upon the appearance 
of its new package both in promotional material going 
to its own salesmen and distributors and in its general 
trade advertising. Thus advertisements picture the 
product and caption them as ‘‘wrapped in cellophane.” 

Credit: The Cambridge Paper Box Co. for the manu- 
facture of the set-up boxes. 


The various sizes of containers, forming each family of the several Boston Gear Work lines, 
are identical in general design. Each carries reproductions of the coupling within on its top 
and side faces with a labeled-on front face, identifying each item by name and number. 
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The sinister attack of Concealed Damage on goods __ each particular job. Have our representative explain 


in transit leaves no clues on the shipping container. | it—and figure how much it will be worth to you. 


But when the retailer unpacks the products, crushed 
and marred cartons and labels bear witness to the 
ravages of this undercover destroyer of sales appeal 
and market acceptance. 

There is a way to protect your products against 


Concealed Damage. It has been introduced success- 
Both “received in good order"— BUT — Concealed 


tj : Damage has attacked a number of cartons in A. The 
tomers. It involves special strength-control standards Jaibiunie: tio: natalia eaamcupiiahane tanh 


fully to hundreds of Container Corporation cus- 


and the unique Concora method of "Packaging by Concora standards of manufacturing control. 


Prescription": designing the one correct container for 


CONTAINER CORPORATION OF AMERICA 


General Offices: 111 West Washington Street, Chicago, Ill, * Mills, Factories and Sales Offices at Strategic Locations 
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Various instruments and medicaments are fitted 
compactly in the cabinet, resulting in a complete 
operating unit for dental use. lhe orderly ar- 
rangement of the kit suggests efficiency to the 
patient and facilitates the work of the dentist. 


The cabinet in closed position adds a decorative 
note to the dental office. The rounded ends, 
of bent veneer, provide a ‘‘streamlined’’ ap- 
pearance, in keeping with the trend toward mod- 
ernization of dental equipment and furnishings. 


MULTI-UNIT DENTAL CABINET 


The L. D. Caulk Co., originators and manufacturers of 
dental filling materials and dental specialties, has been 
placing dental cabinets on the market since 1911. In 
years gone by, dentists were accustomed to buy their 
translucent filling material in box-like cabinets. These 
old fashioned cabinets were beautifully made of polished 
mahogany and were quite in keeping with the other 
dental office appointments of that time. 

In recent years, however, there has been a definite 
trend toward modernizing the design of dental o‘tice 
equipment—such as dental chairs and large instrument 
cabinets—just as there has been industrial styling in 
other lines of industry. In keeping abreast of the modern 
trend, The L. D. Caulk Co. has produced a veritable 
‘streamlined’ cabinet to contain their product, Syn- 
thetic Porcelain, and its accessory equipment. 

The designing of a new cabinet presented several prob- 
lems. The primary one, however, was to produce a 
cabinet with utility value, combined with beauty. 
Other objectives which were sought and obtained were: 

1. A cabinet that would be attractive and contain in 
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of the L. D. Caulk Co. provides a 


compact, complete operating unit 





a minimum amount of space, everything necessary 
for the placement of a Synthetic Porcelain res- 
toration. 

To provide the dentist with a ‘‘workshop”’ out of 
which he could operate, rather than just a “‘ware- 
house’’ or storage place for his materials and in- 
struments. 

In approaching the design of the cabinet, from the 
dentist’s standpoint, the designer, H. K. Wakefield, was 
confronted by the usual conservatism surrounding dental 
office equipment and furnishings. To meet this, the 
cabinet has been ‘‘streamlined’’ and yet remains within 
the limitations of good taste. The rounded ends, accom- 
plished by using bent veneer, lends a pleasing appearance 
without going to the extreme “‘modern’’ design. 

Two different finishes are available—one is fiddle-back 
maple, inlaid with satinwood bands—the other of 
mahogany with inlaid bands of striped mahogany for 
harmonious contrast. 

The contents of the cabinet naturally decided its size, 
but full advantage has been taken (Continued on page 92) 











O matter your ‘product... 
no matter through what 
channel it is sold... it should 
be in a package that invites the 
public to buy. If you are sales- 


minded and your package needs 


° ° : AN» . . cl a 
Heekin Lithographed Cans... Elec, wy Biscuit CO 


3 
we BScurT COnee 
¥ Weiouy v6 ounces 


attention, let us work with you. te 


in a variety of designs and sizes 








YFactuRED BY 


FOR, CAN DIES. 
— a : 
- YN i ' _Zg 


Se 























The answer to the picnicker’s problem is found in this con- 
tainer which compactly holds a complete meal and which is 
convertible into a tray from which the lunch can be eaten. 


PACKAGE-TRAY SELLS LUNIA 


A cardboard container that serves both to package a pre- 
pared picnic lunch for easy handling and transportation 
and also converts into a convenient tray from which the 
lunch can be eaten is proving successful in stimulating 
sales for the Horn & Hardart Baking Co. of Philadelphia. 

This concern, which operates a large chain of restau- 
rants, cafeterias and retail bake shops in Philadelphia 
and suburbs, has long realized that perhaps the most 
serious problem of business firms, churches, fraternal] 
orders and other large organizations planning excursions, 
outings or picnics, is the food. First, there is the neces- 
sity of gauging the proper quantity of bulk foods, such 
as potato salad and similar popular picnic standbys. 
But even when this has been successfully accomplished, 
there still remains the problem of serving so that every- 
one will be taken care of and none will be left over. 

This problem is neatly solved by packaging each com- 
plete meal in its own separate container so that an or- 
ganization planning an outing of 100 people need only 
order 100 units of the picnic lunch. One of the greatest 
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appeals in the plan, however, is the novel cardboard 
container whose utility is doubled by being converted 
into a handy tray from which the lunch can be eaten. 

The container facilitates packing and transportation of 
the food, each item of which is in its own individual 
paper container inside. The lunch consists of two sand- 
wiches, a tomato, relish, hardboiled egg, salted nuts, 
potato salad, sugar, salt and pepper. Included also is a 
paper cup, knife and fork and napkins. 

Two other advantages are the elimination of the un- 
pleasant task of washing dishes and carrying them back, 
for when lunch is over, the remains, including the 
various implements and container, are readily burned or 
easily placed in park waste receptacles. 

On a recent outing of a large fraternal order, the res- 
taurant concern sold 650 units of their ‘‘Meal-on-a- 
Tray’’ and it scored a decided hit. At present it is being 
offered to large organizations, where the potential busi- 
ness is large, but it is also available to individual groups 
of motorists or picnickers. 
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as the rising sun—the new e as sparkling moonlight— 
Gold by Ridgelo the new Silver by Ridgelo 


the Grady / 


Smooth, sleek boxboards, developed for ever you make, there may well be a 
use where metallic surfaces must glisten place for these new Ridgelo metallics 
their highest! Their rich appearance re- _—in your packaging needs .. . Soilproof, 
sembles the effect of brilliant paints. Yet fadeproof, water-resistant—and they 
these new folding carton stocks e print better and more easily. 
are priced far below the level Rid = e For comparison, let us send 
of comparable boards. What- you samples. 


GOLD and SILVER 
THE BEST VALUE IN METALLIC BOXBOARDS 


MADE AT RIDGEFIELD, N. J. BY LOWE PAPER COMPANY 


C. Collins, Baltimore © Bradner Smith and Company and Mac Sim Bar Paper Company, Chicago ® H. B. Royce, Detroit 


resentative v7 & 


Moffit & Tc and Zellerbach Paper Company, Pacific Coast ° A. E. Kellogg, St. Louis e W. P. Bennett & Son, Toronto 











STEERS GREATEST STORE DISPLAY CAMPAIGN 
IN SHOE POLISH HISTORY 


is TOOK many years and millions of dollars in advertising Conceived originally as a novel window display, “Little Miss 


to popularize the world’s famous trade-marks. But the Griffin” was so instantly, overwhelmingly popular with trade 
charming doll character, “Little Miss Griffin,” created by and public that she has become the theme, the guiding motif 
Einson-Freeman in collaboration with Bermingham Castle- of all Griffin advertising. If you are seeking a new note in 
man & Pierce for Griffin—the greatest name in Shoe Polish your displays that will literally “charm” cash from consum- 
—swept to nation-wide fame in a single season. ers’ pockets, consult an Einson-Freeman executive today. 


EINSON-FREEMAN CO !xc 
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DISPLAY 





INDIVIDUALIZED MASS PRODUCTION 


provides national campaign effectiveness at 
marked economies for Quality Bakers of America 





The field of display has come to be sharply divided into 
two divisions, utilizing different processes, different con- 
struction methods and even a differing approach to de- 
sign problems to achieve essentially the same ends. 

On the one hand, we find the field of the mass produced 
display, sponsored, of necessity, by the manufacturers of 
widely sold products whose market requirements justify 
the high initial cost of setting up the tools of mass pro- 
duction. Here displays are produced in multiples of 
thousands. Such processes as lithography, letter press 
printing, gravure printing, decalcomania and metal 
lithography are called upon to produce relatively low 


1. Asingle character is utilized | 
in each of the six campaigns to tie t 
together the various elements : 
within a campaign. Here we see E genee 

a baker, of the March-April 1938 PRIZE WINNER 
campaign, on a window back- 
ground measuring some 55 in. by 
40 in., and on the back panel of a 
hexagonal basket counter stand. 


cost units. Costs are low in spite of relatively high art, 
engraving and preparation expenses simply because mass 
production processes spread these initial expenses over 
a large number of units. 

At the other end of the field is the division of indi- 
vidually prepared displays. Here we find the specialty 
display makers, the display departments of large retail 
establishments, exhibit manufacturers and others who 
utilize completely different processes to make one or a 
dozen or, at most, a hundred or so duplicates of any given 
design. For such displays, the cutting die is replaced 
by the hacksaw—the printing press by the lettering 


FRESH 


from the 
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We kids 
‘GO FOR’ 


this bread 

























2. The late spring campaign, built around flavor 
appeal, featured a winking youngster in the process 
of eating a gigantic sandwich of white bread and 
jelly. Note how all designs are laid out in a man- 
ner that will readily accept the silk screen imprint 
of the individual company’s bread _ illustration. 





& 


PRIZE WINNER 





3. July and August 1938 featured bread as a 
nutritive food and quite naturally utilized an illus- 
tration of a very young child. Note how displays 
use the side panel to bring in an additional use 
for bread of interest to a different age group. 


& 


PRIZE WINNER 


4. The coming September and 
October campaign aims not merely 
at consumer acceptance, but seeks 
also to compliment the grocer by 
utilizing, as central illustration, 
the photograph of a iolly, be- 
aproned merchant in the process 
of suggesting the purchase of the 
particular brand of bread featured. 


Prubilee 


PRIZE WINNER 


5. Next November and December, housewives 
will be confronted with this campaign built around 
the slogan ‘Makes tender toast.’ Note how the 
continuity of the various campaigns is maintained 
by the constant positioning of a bread illustration. 
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brush. And such display makers feel that they are really 
getting into “‘mass production’’ when they use the 
silk screen process to multiply designs by dozens or scores. 

In most instances, the separation between these two 
divisions in the display field is very sharp. Yet, occa- 
sionally, an opportunity arises to overlap or combine the 
processes common to each division and to thus secure the 
advantages of both—the low cost per unit of the mass 
production method plus the individualization of a 
specialty display. 

Such an opportunity has been grasped and utilized with 
admirable success by the Quality Bakers of America, a 
cooperative organization of non-competitive bakers 
located in some 80 cities throughout the country. Each 
department of the individual local businesses is repre- 
sented at New York headquarters by a corresponding 
staff which, combined, functions as a complete service 
organization, planning and executing projects for the 
membership in all phases of the baking business. 

The advertising department, headed by Ralph W. 
Knox, prepares special individualized campaigns for the 
various members of the group as these may be needed 
from time to time to support local sales activities. How- 
ever, each year a general institutional campaign is intro- 
duced in which the members of the organization partici- 
pate as a group. This campaign contains uniform fea- 
tures, permitting of the utilization of the mass production 
methods and providing for the capitalization of mass pro- 
ductioneconomies. Yet, at the same time, the campaign 
is individualized for each member, featuring his own 
name and product. For, while the organization is co- 
Operative, each member plant is owned and operated 
locally, individually managed and utilizes individual 
private brands. Hence, super-imposed upon the mass 
produced portions of these campaigns there must be 
placed these individualized, specially produced designa- 
tions and illustrations. 

In combination, these usually unrelated elements result 
in a series of campaigns comparable in every respect with 
those of national advertisers and yet available, at a rea- 
sonable cost, to each participating member. The cam- 
paigns include 24-sheet and 3-sheet posters, truck and 
wagon posters, snipes, consumer folders, radio transcrip- 


PRIZE WINNER 


inh 








tions and, in the division of display, both window back- 
grounds and counter stands or display baskets. 

It is true, of course, that many other such campaigns, 
supported either cooperatively or by an individual manu- 
facturer, utilize type imprints to achieve an individual- 
ized effect in varying localities. The Quality Bakers’ 
campaign, however, utilizes color reproductions of the 
products or packages of its various members and thus the 
production problem is of much greater complexity. 

Since the requirements of any individual member are 
not suficiently large to make it possible to lithograph 
the product along with the rest of each display unit, the 
solution has been found in the silk screen process. By 
working closely with the artists from scratch—from basic 
ideas and rough layouts—the advertising department of 
Quality Bakers developed the general idea for a series of 
campaigns which would allow, in space and color treat- 
ment, for the reproduction of the members’ products. 

The 1938 campaigns were six in number, each designed 
to cover a two-month period, running from March, 1938 
through February, 1939. Each achieved both economy 
and a close inter-relation between the various elements in 
the campaign by utilizing adaptations of a single piece 
of art work and a single color scheme for all of the vari- 
ous units within a single campaign. The window 
background and counter stand of each of these campaigns 
is reproduced on these pages and, if studied carefully, it 
will be readily seen how the overall design in each in- 
stance was so planned as to permit the insertion, by silk 
screen process, of the product illustration and of brand 
names. Note particularly how, in a number of instances, 
a large white background, in the form of a tablecloth, 
a doily or a store counter, was inserted to eliminate 
register difficulties where the silk screen work approaches 
the lithographed background. 

The entire year’s campaign was designed by artist 
William Seifert and was conceived and laid out in April 
and May of 1937. The drawings are each year usually 
completed in July or August so that in September and 
October, when estimated cost has been computed, pres- 
entation books may be prepared and the original art 
presented at an annual conference of the Quality Bakers, 
which is usually held in November. (Continued on page 71) 





6. In January 1939, the campaign will 
feature the use of bread in hot, cooked 
dishes and once again will gain in economy 
through the constant positioning of the silk 
screen imprint. It is possible to use a single 
silk screen set-up to imprint each series. 


AUGUST 1938 67 


























na 
WHITE HORSE 
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IT'S DRY...1T'S LIGHT 
IT TASTES JUST RIGHT 
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1. The Ingersoll--Waterbury Co., “maker of 150,000,000 Ingersoll watches,” is now manufacturing 
electric shavers. To present the new product to the market, the company is utilizing this shipping- 
display container which nea‘ly holds the shaver on a platform where it can be easily seen. The 
display panel, with its ‘‘sunburst’’ effect, compels attention to the name and price of the product. 
Produced by the Waterbury Paper Box Co. 


2. Taking advantage of the merchandising possibilities offered by the golf professional shops of 
private country clubs, the Dunlop Co. has provided an attractive, permanent counter display which 
is personalized by arranging a space in the center of the mirror for the name of the golf professional 
to be featured. The unit is made of natural wood, with a prominent display of the Dunlop name. 
Designed and manufactured by the Arrow Manufacturing Co. 


3. This display features a new twist in die-cutting which not alone gives a third dimensional effect, 
but also provides an unusual decorative frame for the well-known White Horse trade mark. The 
construction, on which patents have been granted, consists of a border of simulated woodgrain and, 
in the inner circle, the White Horse against a red background. The two are connected by a series 
of flanges which form a deep recessed gilt ‘frame’ by simply setting up the easel. The reverse of this 
effect, with the frame projecting, can easily be achieved by a simple change in the easel. Created 
and produced by Einson-Freeman Co., Inc. 


4. Albert Ehlers, Inc., has added additional impetus to the sale of grade “‘A”’ tea balls and grade 
““A”’ Ceylon tea by the use of five new counter displays. A\ll deliveries of these teas are made in the 
display container, giving the dealer an opportunity to select one or more items for display. Units 
are executed in a red and blue color scheme with die-cut front panels which enable the consumer to 
readily see the package. Designed and produced by Robert Gair Co., Inc. 


5. Four counter cards which were recently released for national distribution by the Eastman Kodak 
Co. utilize the bold technique usually used on European travel posters. An unusual style of design 
for this medium, the counter display cards present their message forcefully and with a minimum amount 
of copy. Lithographed by the Stecher-Traung Lithograph Corp. 


6. The autographed pictures of four leading Hollywood movie stars, who use and recommend 
Calox tooth powder, are featured against a modern theatrical stage setting in the new merchandiser 
being distributed by McKesson & Robbins. The stand holds six family size and five small size packages, 
in a three-step pyramid construction. Designed and lithographed in four colors and silver by the 
Polygraphic Co. of America, Inc. 


7. The ClicquotClubCo. is now marketing its ginger ale in cans and to help promote the new package, 
this attractive display has been adopted. Without any unnecessary text, the unit helps to identify the 
new can as a Clicquot product and effectively carries along the idea of the convenience of the can 
for refrigerator storage. Display designed and manufactured by Robert Gair Co., Inc. 


8. Confair’s Pure Fruits, Inc., is pushing the sale of 7 Up, a highly carbonated water, by the use of 
this floor display stand which provides an attractive background for the bottles. The back panel, 
by Gereke Allen, is designed to echo the message, ‘‘7 or 70, all say 7 up."’ Floor stand designed and 
produced by Robert Gair Co., Inc. 


9. Evening in Paris—and other well-known brands of perfume—are now being sold to chain stores 
in small vials supplied by the Kimble Glass Co. The vials are clipped on this easel type counter 
dispiay card, permitting the presentation of a large number of perfume vials and further enabling the 
consumer to help herself. 
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BAITING ANGLERS AS WELL AS FISH 






















When Isaac Walton started the fishing hobby, he didn’t Tube and carton design is executed in a similar man- 
realize to what extremes his followers might go. But ner—ted, silver and black being utilized, with the white 
the Walton Fish Bait Co., Inc., thinks along modern of the cartonboard giving a four-color effect. The com- 
lines and has devised a product that does away with the pany name is wisely placed at the top of the tube and as 
traditional worm for baiting fish. No longer does the the contents are consumed and the tube rolled up, the 
fishing enthusiast have to dig for his worms and then firm name will still be visible to remind the fisherman 
nurse them in an old tincan. He can now squeeze worms where he got the bait that brought him that big bass. 
out of a collapsible tube—much in the manner of tooth The display-shipping container is likewise printed in 
paste—and have ready for instant use what is claimed to red, silver and black and is so die-cut as to fold back, for 
be a perfect food and bait for fish. display purposes, to form an interesting back panel. The 
Walton's Fish Bait Worms were put out on the Cana- trade mark of a fish caught on a line instantly tells the 
dian market several months ago and it has been reported story of the product and the message, ‘Don’t nurse 
to be most successful in luring fish from their native worms in acan,"’ also conveys the nature of the product. 
haunts. The product is now being placed on the United It is too early as yet to determine just how this fish 
States market and is effectively packaged and displayed food, which the Walton organization has made avail- 
to bait fisherman's sales. able to fishermen in convenient form, will be received. 
No perplexing choice had to be made by the Walton The company is reasonably certain of the efficacy of its 
organization in selecting the ideal package for the new bait worms and can only hope that the attractive pres- 
product. The very nature of the product precluded the entation of a new and unknown product will prove an 
use of any package other than a tube which conveniently equally strong lure for the fishermen. 
enables the fisherman to squeeze out just the right Credit: Cartons and shipping-display container de- 
“‘worm”’ length, mold it on his hook and then settle signed and manufactured by F. N. Burt Co., Inc. Tubes 
down comfortably to wait for the fish to bite. supplied by the National Collapsible Tube Co. 


Cartons, tubes and display container utilize a similar design and color treatment for presentation 
of Walton's Fish Bait Worms. The back panel of the display container is so die-cut and 
scored as to fold flat for shipment and to be easily erected as illustrated, for display purposes. 
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INDIVIDUALIZED MASS PRODUCTION 


(Continued from page 67) 





At this conference, and subsequently by individual pres- 
entation in his own plant, each member makes his final 
selection and requisitions and the campaign is then re- 
figured as to cost on the actual combined quantity. 

A number of other units, in addition to the six cam- 
paign series, are likewise available to the Quality 
Bakers’ members. These include a three-piece display 
of corrugated board, designed for the tops of shelves and 
ice boxes; a steel blackboard stand with silk screened il- 
lustration of the individual member's breadloaf; a three 
compartment floor stand, designed to hold bread and 
related items and an elaborate display fixture, incorporat- 
ing an electric clock set above a panel equipped to hold 
changeable posters. 

Credit: McCandlish Lithograph Corp. for lithog- 
raphy of all major pieces. To Poster Industries for silk 
screen imprinting. To Nelke Sign Mfg. Co., Inc., for 
clock display fixture and to Allen-Morrison Sign Co., 
Inc., for blackboard dealer service display. 


7. Dealers may also be supplied with this steel framed blackboard 
upon which current prices may be marked. The permanently inset 
color panel at the top of the board assures long life for the baker’s 
display. 8. Floor stands are likewise designed for cooperative 
use. Top position is given over to the display of the sponsor's 
bread and two shelves supplied for associated accessory products. 
9. In addition to the six special campaigns, subscribers may purchasz 
more permanent display fixtures. This three-piece folding display 
is shipped rolled up in a corrugated container and when erected 
forms a flexible unit for dealer use on top of shelves and ice boxes. 
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Here is a wrapping machine that has won remark- 
able popularity, considering its short time on the 
market. A new and important advantage of the Model 
FA-Q is the speed with which it can be adjusted for 
different sized packages. Moreover, it has an extremely 
wide size range. 

A leading manufacturer, after conducting a test of 
the FA-Q’s efficiency, recently ordered ten of these 
machines. Another manufacturer has installed five. 
Orders for one and two machines apiece are being 
received from numerous other manufacturers all over 
the country. 

On the FA-Q, all adjustments are made by hand- 


wheels conveniently located . . . no tools are required. office, or write for literature. 
PACKAGE MACHINERY COMPANY - .. Springfield, Massachusetts 
NEW YORK CHICAGO CLEVELAND LOS ANGELES 


Peterborough, England: Baker Perkins, Ltd., Melbourne, Australia: Baker Perkins, Pty., Ltd. 
Mexico, D. F., Apartado 2303 Buenos Aires; Argentina: David H. Orton, Maipu 231 


PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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Changes for all three package dimensions take only 
10 minutes. 

The Model FA-Q has a speed of at least 40 to 70 
packages per minute depending on the size and nature 
of the package. It can be equipped to handle glassine, 
transparent cellulose, waxed paper, foil, or plain paper 
wrappers. Like many of our other machines, the FA-Q 
may be provided with Electric Eye registration, which 
permits the use of printed wrapping material in the 
economical roll form. The Electric Eye locates the 
printing accurately, no matter how long the run. 

Compare your present wrapping methods with the 
advantages offered by the FA-Q. Consult our nearest 
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ELEVATION 





Simplicity and freedom from bottle-necks has provided marked cost reductions 
in this can labeling and casing layout at the Indianapolis plant of Kingan & Co. 


FROM RETORT TO CASES 


straight line production eliminates confu- 
sion on Kingan & Company's can casing line 











At the Indianapolis plant of Kingan & Co., a complete 
line of meat goods is packed and processed in cans; a 
line incorporating a large variety of sizes and thus de- 
manding a canning department which would be ex- 
tremely flexible in layout. 

In planning the new department, Kingan engineers 
sought, in addition to flexibility, a machinery set-up 
which would guarantee the proper flow of materials and 
a straight line movement of materials into cans and then 
cans into Cases. 

The canning department is located on the top floors of a 
concrete, glazed-tile and brick-floored building. The 
eleventh and tenth stories are utilized for empty can 
storage, with gravity drops carrying the cans to the 
seventh floor of the building, where the filling machines 
and retorts are located. The ninth floor is devoted toa 
laboratory and to dressing rooms. The eighth level has 


alarge cooler and all the foods are prepared upon this 
floor, dropping from here into the fillers on the seventh 
From this filling floor, a third drop carries 


floor below. 





the filled cans to the sixth floor, where chilling, label- 
ing and casing take place. 

The filled cans are processed in large metal crates which 
are removed from the process retorts by air hoist and are 
carried by means of an overhead track from the seventh 
to the sixth level, where they land on the first section of a 
roller skid conveyor. To accommodate the large crates, 
this roller skid is equipped with rollers 56 in. long and 
26/16 in. in diameter, with greaseable bearings equipped 
with zinc fittings. The shaft is of hex shape and is sup- 
ported by 5-in. channels which extend 2 in. above the 
rollers and thus act as guides for the crates. 

The section just described and the next 50 feet of roller 
conveyor, equipped with 8-in. centers, had been designed 
to keep the bearings outside of the cooling spray as much 
as possible. These cooling sprays are designed to cover 
a retort load—three crates—so that a control of cooling 
can be maintained as the crates travel down the skid. 
The remainder of the skid has rollers 40-in. long and is 
equipped with a turntable and switch, located just be- 
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fore a dumping device. This turntable is inserted in the 
line in order to make it possible to hold back cans of cer- 
tain sizes and to switch others ahead on the line, since 
only one size of can can be handled at a time over the 
converging conveyor ahead. 

After passing the turntable station, the crates roll, one 
at a time, onto the dumping device which clamps a lid 
over each crate. Then the crate and lid are turned over so 
that the upside-down crate rests on the apron of the con- 
verging converyor. The lid is released and the crate is 
raised slowly, allowing the cans to roll out onto the 
first belt. The actual drop of each can is very slight and 
thus denting of the cans is avoided. The cans spread out 
over the belt and the operator is thus enabled to set them 
up on their ends without undue hurry. 

It is necessary to have an operator at this point because 
a good many of the cans are of small height compared to 
diameter. The operator also inspects the cans at this 
stage and thus avoids stops on the labeling machine 
since no damaged cans, which would not roll readily, are 
permitted to pass on toward the labeling device. 

The second belt of the converging conveyor delivers 
the cans, on end, to the revolving disc which throws the 
cans, by centrifugal force, to its outside edge and thus 
leads them into a twister and duck-around which feeds 
the double belt booster. This booster device is con- 
trolled by the man on the labeling machine, who can 
stop and start it by a push button. 

From the booster the cans roll by gravity through the 
adjustable labelers. Two sets of labelers are mounted on 
platforms, thus allowing the set-up to handle two sizes 
of cans merely by a change in the position of the twister 
and duck-around, an adjustment of the booster and a 
shifting of the runway from one labeler to the other. 
Two casers are used for the same reason: to save time in 
making changes. While one of the labelers or casers are 
in Operation, any contemplated change can be made on 
the other machines, including such clean-ups or adjust- 
ments as from time to time prove necessary. 

The complete line is adjustable for the follo wing sized 
cans: 106 x 300, 200, x 208, 109 x (Continued on page 100) 
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1. Processed cans march, by gravity, under cooling showers on 
their trip from the retorts to the labeling line. 2. [he dumping 
device in operation. It gently places the just-cooled cans onto 
the moving conveyor belt with a minimum of damage due to 
denting. 3. A single operator places all cans on their end, 
at the same time inspecting each can for defects. To the rear 
and right of the operator may be seen the revolving disc which 
feeds the cans onto the booster mechanism. 4. Gravity carries 
the cans from the booster device, through either of two labelers, 
towards the can casing machines seen in the foreground. 








by, DU Williamson’ 


The writer recalls an instance some years ago when a 
large packaging machinery company sold a highly 
specialized packaging machine with a definite guarantee 
on performance when there was, at the time, no adhesive 
in the world capable of doing what was needed on that 
parti ular machine. 

This is an extreme case, but it may serve to emphasize 
the fact that all too frequently, in the matter of proper 
coordination between design of package, materials 
used, type of packaging machine, speed of production 
and subsequent dealer handling and consumer con- 
sumption, the matter of suitable adhesives is not given 
sufficient initial consideration, if indeed it is given 
consideration at all. 

With some packaging operations where ordinary 
paper or chipboard are the materials to be joined with 
adhesives and where the production speeds are moderate, 
there is some latitude in the selection of adhesives that 
will give satisfaction. Consider, however, the use of 
waxed paper instead of plain paper. Your adhesive 
situation is at once drastically changed. Or are you 
considering an inked label or a varnished label or cello- 
phane for your package? With any one of these alter- 
natives, it is necessary to use a different adhesive suitable 
for the actual operation. 

One very important factor that is coming more and 
more to the front is the matter of speed of production. 
To be more exact, in the matter of adhesives, it is not 
so much the matter of speed that counts as it is the time 
interval that the adhesive joint is under pressure. An 
adhesive, for instance, that may hold surfaces together 
very well if allowed to set long enough may lack the 
tack necessary to hold those same surfaces together in 
the time allowed for pressure by the machine designer, 

The writer believes that the wise machine designer, 
and the one who will find his machine running trouble- 
free, is the designer who consults freely with reliable 
adhesive manufacturers while new machines are on the 
planning boards. For, while adhesive manufacturers 
have made truly phenomenal progress in the past few 
years in meeting new and severe conditions, they can- 
not always be expected to perform miracles. Generally 
speaking, today’s adhesives perform remarkably well 
in packaging operations, but at times they are called 
upon to do more than seems possible. 

The manufacture of adhesives for the packaging 
industry is a technical and difficult business. The 
reliable adhesive manufacturer recognizes two important 





* President, Williamson Glue and Gum Works. 









GIVE YOUR ADHESIVES A CHANCE 


responsibilities. First, to offer the correct adhesive for 
the specified operation and second, to see that shipments 
of any given adhesive are uniform and dependable. To 
offer the proper adhesive the manufacturer should have 
all pertinent facts because failure on just one detail may 
disqualify an adhesive that might otherwise be quite 
suitable in every respect. 

For example: 

Is your product susceptible to odor absorption? 

Then the adhesive used, if it can come near the product, 
should not have any initial odor even though, on drying, 
the odor disappears. It may, indeed, disappear right 
into your product. 

Is the time under pressure for carton sealing adequate? 

If the time is barely adequate, with little leeway for 
slower setting of adhesives on humid days, then an 
adhesive with an ample factor of safety is most desirable. 

Are your products to be shipped to tropical climates? 

If so, it is important that the adhesives used be 
suitable. Improper adhesives in humid atmosphere 
can cause discoloration of labels on bottles or cans and 
also cause the labels to become loosened. 

Is the adhesive of such nature that the bond will be 
permanent as time goes on? 

With some products, particularly transparent cellulose 
sheets, this is an important detail. 

If you are applying spot labels to tin cans, will the 
labels stay on regardless of any and all climatic changes 
anywhere they are shipped? 

Some adhesives used for spot can labeling will hold 
under favorable conditions, but lack the factor of safety 
necessary to hold under cold dry winter conditions 
and also under damp tropical humidity. 

The uses of adhesives in modern packaging operations 
are too diverse to give more than a general idea of the 
problem in an article such as this. The packaging 
manufacturer is concerned only with obtaining suitable 
adhesives for his work. It is the adhesive manufac- 
turer's concern to know and consider such items as odor, 
speed, color, tack, strength, viscosity, permanency, 
keeping qualities, non-foaming and non-stringing char- 
acteristics. It is only from a thorough knowledge of 
these factors that an adhesive suitable in all respects for 
the operation in question can be offered. 

The manufacturer of adhesives for modern packaging 
operations is a business beset by many variables. 
Through science and experience, however, many of the 
problems incident to the business have been solved and 
this process is steadily going for- (Continued on page 96) 
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COMPACT SEALING LAYOUT 


developed for the Norwich Pharmacal 
Co. to meet unusual space restrictions 





In the theoretically ideal plant which packaging engi- 
neers dream about but never find, it would be possible 
to lay out all machines, with plenty of room to spare, 
without worry about such slight incidentals as pillars, 
overhead conveyors, walls and ceilings. Between in- 
dulgences in such pipe dreams, however, package ma- 
chinery engineers have been forced to devise extremely 
ingenious means of achieving automatic and speedy 
operations within extremely limited space arrangements. 

Thus, at the plant of the Norwich Pharmacal Co., an 
unusual set-up has been utilized to permit the installa- 
tion of a marking device and container sealing machine 
capable of handling 1200 cases per hour and utilizing a 
minimum of floor space. The floor space restrictions 
were due to conditions in the plant which had been 
built long before this particular installation was con- 
templated. The ordinary straight line or right angle 
turn method of production which would be possible in 
most cases, was found to be automatically excluded in 
this instance by the structure of the plant. 

The solution was finally found in a double right angle 
turn so that cases, proceeding toward the marking 
machine in one direction, reverse their direction in the 
process of passing through the marking machine and 
move parallel to the intake line but in the opposite 
direction on their way to the case sealing machine. 

Set within a single bay between the outer factory wall 
and a serics of pillars, this unit receives containers, filled 
with pharmaceutical products, by gravity conveyor from 


the floor above. The cases are marked with from one to 
four lines of identifying symbols on their end panels and 
are then turned at right angles to the container sealing 
machine which stands parallel to and along side of the 
intake conveyor. 

By this method it was found possible to mark the cases 
on a pre-determined end while these passed through the 
short gap between the incoming and outgoing conveyor. 
During the switching operation, each case is obliged to 
pass the roller device which does the actual marking. 

This unit has an electrically controlled, mechanical 
verticle adjustment and is capable of handling cases from 
6 in. to 23 in. in length, 6 in. to 19!/ in. in width and 
4in. to 18'/ein. in height. 

The marking device is located at the small cross con- 
veyor which carries the cases from the large gravity con- 
veyor for a short right angle motion, past the marking 
cylinder and then for a second motion at right angles to 
the first and toward the sealing machine. Provision is 
made for a speedy and simple change of the marking 
units on the roller device to permit of alteration of code 
numbers, lot numbers, dates, etc. From one to four 
lines of symbols may be used. A stop device at the 
cross conveyor is adjusted by hand crank to provide for 
the right impression pressure when the printing device 
is in use and to adjust for various sizes of container. 

Credit: J. L. Ferguson Co. for sealing machine and 
marking device. Mathews Conveyer Co. for all con- 
veying equipment. 


Left: The marking cylinder may be clearly seen in the foreground of the illustration. Cases from the rear of the room 
proceed through right angle changes of direction to the sealing device atleft center. Right: A clearer idea of the space 
difficulties inducing the double right angle turn solution may be had from this view of the obstructing pillars. 
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sPNEUMATIC 


PACKAGING € BOTTLING EQUIPMENT 


PNEUMATIC SCALE 
CORPORATION, LTD. 
71 Newport Ave., Quincy, Mass. 
(Norfolk Downs Station) 


Branch Offices in New York; 
Chicago; San Francisco; Los 
Angeles; Leeds, England; 
Paris; Melbourne; Sydney, 
N.S.W.; Wellington; and 


Buenos Aires. 





ROSES 


SLENO of STR wHISKIES 





THE PACKAGING LEADERS ARE PNEUMATIC USERS 


| ee seianin DISTILLERIES, producers of Four Roses, Paul Jones 
and Antique brand whiskies, bought their first Pneumatic machines 
in August, 1936, have since purchased 25 more. FIRST NATIONAL 
STORES, producers of Dainty Jell and other large selling food brands, 


started with Pneumatic in 1927, have continued to “buy Pneumatic” 


until their orders now total 18 units to date. In 99 cases out of 100, 
Pneumatic equipment sells itself so completely to new customers that 
they come straight back to Pneumatic the next time they buy. The 


reason—“lower cost per container” performance! 


LOWER COST PER CONTAINER 
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MODERN METHODS IN SMALL PLANT 


by Stephen ‘a “) iy 


The Rutland Fire Clay Co. manufactures a line of pack- 
aged patching plasters and associated items in a wide 
variety of sizes and types of containers. While an old 
and long established firm, it has followed a constant 
process of plant modernization—a process which in re- 
cent months, at least, has been largely concentrated on 
the packaging end. 

The new set-up includes a number of interesting in- 
novations designed to provide for the flexibility required 
by the large variety of items in the company’s line. 

In packaging a number of powdered products, such as a 
concrete patcher, patching plaster, stove lining and dry 
paste for wall paper, four sizes of package are used, 
ranging from 2'/. Ib. to as high as 15 lb. In each 
case these are paper cartons, used either with or without 
inner paper bag linings. 

The present set-up calls for the receipt of these cartons 
at the packaging floor in flat condition. They are placed 
by a girl on an automatic top and bottom sealer which 


* Superintendent Rutland Fire Clay Co. (As told to Francis A. Westbrook.) 


1. A few of the many types and sizes of products packed on the two filling lines of the Rutland Fire Clay Co. 


products utilize rectangular cartons. 


combine flexibility with economy in the 
production of a wide and varied line 


first opens the flaps and seals the bottoms. The cartons 
then pass by pneumatic chute to a belt conveyor and, 
while traveling along this coaveyor, the cartons receive 
their inner linings of paper bags from the hands of 
another girl operator. 

At three filling stations adjacent to this conveyor, the 
unfilled packages are picked of by men and filled and 
weighed. These operators are located at machines set 
between the conveyor for empty cartons and another 
conveyor onto which the filled containers are placed. 
This unit is parallel to the first conveyor and travels in 
the opposite direction. It carries the cartoas with their 
filled bags past another station, where a sewing machine 
is utilized to sew the tops of the bags and thus effect a 
seal without removing the packages from the conveyor. 
The height of this machine is adjustable so that the dif- 
ferent sizes can be sewed without excessive handling of 
the various packages. 

From this sewing operation, the bags proceed back to 
the sealer, which closes and seals the tops of the cartons. 
The finished containers then pass out on a drying con- 


Dry packed 


Cements and other liquid packed products are put up in lithographed metal containers. 
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S & S Automatic Powder Filling 
Machine at Ammen’s. 















ne of the latest S&S installations is in the plant of the Charles Ammen 
Company, Ltd., at Alexandria, Louisiana. 


Here Ammen’s Powder is filled into distinctive cans on an S&S Powder filler. 
Briefly, the cans are fed on an automatic conveyor, swiftly, cleanly and accurately 
filled and carried away ready for easy closing. Full details of the Ammen’s instal- 
lation and many similar ones will be gladly furnished upon request. 


There are many types of Stokes & Smith Packaging Equipment for filling, carton 
filling and sealing and tight-wrapping. A recent addition to the S &S line is the 
Transwrap Machine, which automatically seals many products in transparent 
cellulose and other materials. 


Among the many varieties of S&S Packaging Equipment, from single units to 
complete packaging lines, there may be one or more units that will facilitate 
your packaging operations — whether you require speeds of 15, 30, 60 or 120 
packages per minute. 


STOK E(XSSyMITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
FRANKFORD, PHILADELPHIA, U. S. A. 
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veyor to be packed into shipping cartons. At the pack- 
ing station, the cartons stand upon a roller conveyor and 
slide from this station to a case sealing machine from 
which, by roller conveyor and by tote truck, they pro- 
ceed to the stock rooms. 

Seldom utilizing more than two of the three available 
filling machines, this line is reported to have achieved 
the following rates of production: 


2!/o-lb. packages—1200 per hour 

5-lb. packages—g60 per hour 

8-lb. packages—1300 per hour 
15-lb. packages—3 50 per hour 


It is interesting to note that because of the size and 
shape of the 8-lb. package, it has been possible to get the 
maximum rate of production on this unit—a rate higher 
indeed by fully one-third than that of the 5-lb. package. 
Almost as great a production is secured with the 2!/2- 
lb. unit, which is easy to handle because of its light 
weight but not quite so easy to grasp in view of its size. 
The 5-lb. package and the 15-lb. package achieve slower 
rates of production. In the former case, this is due 
mainly to the shape of the package. In the latter in- 
stance, the low rate of production seems to be due prin- 
cipally to the greater weight of the filled units, which 
naturally induce a slower rate of operation on the part 
of the hand operators. It is significant to note, however, 
how important the shape of the (Continued on page 98) 


2. Packages proceed from the top and bottom sealer, at right 
rear, along the conveyor belt to the filling machines. They are 
picked off the belt by the male operator and, when filled, 
placed on the opposite belt (foreground) where they move 
toward the sewing machine, where a female operator guides 
the packages without removing them from the conveyor. 
3. Another view of the conveyor system. The cartons, 
having passed the sewing machine (girl operator at right), 
are returned by the conveyor to the top and bottom sealer, 
where the tops are closed. 4. Sealed packages are placed 
into shipping cartons and then pass by roller conveyor 
through a case sealing machine and thence on into the storage 
rooms. 5. Operators fill and weigh the liquid products into 
cans at stations along a 70-ft. belt conveyor. The cans then 
ee on toward the sealing machines. 6. Covers are placed 

y hand on the can tops and are driven home by a roll capper 
as the cans pass along the belt conveyor. They are then packed 
into cases which then proceed through a case sealing machine. 
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= 
14,000 CELLOPHANE 
ENVELOPES PER HOUR 


With the VW CHAMPION 
MACHINE !! 


This sensational machine for making 
cellophane envelopes handles all 
types of thin transparent materials. 
Operating from a roll, it cuts out 
chips to form the side, seal, and 
Be ~ bottom flaps; folds and glues the 
F.L.SMITHE MAQHINE CO,e.NEW YORK a side flaps; severs the webs; folds 
siti and glues the bottom flaps . . . and 
delivers finished envelopes in quanti- 
ties from 9000 to 14,000 per hour! ! 








Its efficiency is such that it cuts bag 
5400 PER HOUR making costs to the bone! 
BETTER SATCHEL-BOTTOM CELLOPHANE BAGS Range: 
On this CHAMPION VWS MACHINE ! ! Blank length—41/y" to 13°/s" 


Folded width—1*/,” to 10” 


This machine reduces the making of satchel-bottom to a simple proc- 

ess, and performs each step of production so sparing of material and =. 
at such high speed that it soon pays for itself!! It has mechanism for “s 
making duplex webs, thumb cuts, and tabs. 





Range of bags: 

Length—6!'/.” to 15” 

Width—3” to 8!/.” 

Floor area—2’'5”" X 7’ 

Motor req. drive—2 HP 
Pump—'/2 HP 








THIS USEFUL TIN TIE MACHINE is ideal 
for the tin ties of bags of every description. 
Machine feeds a strip of metal from a roll, 
wraps it with roll-fed paper to form the tin 
ties... and attaches them to envelopes or bags. 


The name of F. L. Smithe has indicated the 
outstanding machines for envelope making 
since 1904... . and is your guarantee of the de- 
pendability of this organization. 





Samples of work produced by these machines, 
and full information on sizes, costs, etc., will be 
gladly supplied. Just write— 











CHAMPION MACHINES 
Manufactured by 


F. L. SMITHE MACHINE CO., Ine. 


633 West 44th Street NEW YORK, N. Y., U. S. A. 
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J guipzment and Materials 


NEW DEVELOPMENTS IN PACKAGING MACHINERY - METHODS AND SUPPLIES 





STIFFNESS GAUGE 


Taber Instrument Co. has announced the development of 
the Taber V-s5 stiffness gauge and triple-cut sheer, for the 
measurement of the stiffness and resilient qualities of 
paper, coated fabrics, light metallic sheet and wire. The 
triple-cut sheer is used as an accessory to the gauge to 
blank out test specimens accurate to size, insuring 
against dimensional errors associated with single sheers. 

The gauge, it is claimed, is extremely simple of opera- 
tion and provides quick direct readings, with a scale 
from o to 2000 gram centimeters. The instrument is of 
portable design, weighing 8 lbs. and having an over-all 
height of 16 in. 





Taber V-5 stiffness gauge and triple-cut sheer. 


CONTINUOUS WEIGH FEEDER 


An automatic weighing feeder to provide a steady flow 
of bulk material, such as foodstuffs, has been developed 
by the Syntron Co. The machine consists of a vibra- 
tory feeder conveyor discharging onto a constant speed 
belt conveyor suspended from a scale having sensitive 
electric valves. 

A constant load, by weight, is maintained, it ts 
claimed, at all times, on the belt conveyor, due to the 
ability of the vibratory feeder to speed up or slow down 
its discharge under the control of the electric valves. 
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These in turn function within very close limitations re- 
sponding to movements on the scale beam indicating 
under-weight or over-weight. A synchronous motor 
drive insures a constant belt speed. The vibratory feeder 
is of the pulsating, electro-magnet type. Models are 
available in capacities from 25 lbs. to 25 tons per hour. 





Syntron Company's automatic weighing feeder. 


SCOTCH TAPE DISPENSER 


The Minnesota Mining & Manufacturing Co. has de- 
veloped a new dispenser for use in conjunction with its 
heavy weight Scotch cellulose tape. The unit is of 
streamline design and equipped with a cutting device, 
permitting the easy withdrawal of any desired length of 
tape. As the material seals without moistening, no 
water reservoir is provided. The device is supported on 
four rubber suction cups and may thus be firmly attached 
to even a polished table top without danger of marring 
and without sacrifice of the advantages of portability. 





New Scotch tape dispenser. 

























THE PACKOMATIC POCKET TYPE 
CARTON SEALER AND —Is Noted For Its 
WEIGHER— 1—PRACTICABILITY 


2—PERFORMANCE 
_ 3COMPACTNESS 
m 4—RELIABILITY 
5—STURDINESS 
6—AND LOW COST 













ONE OPERATOR 
PRODUCES 


25—30 PACKAGES 
PER MINUTE 















THE MACHINE THAT REDUCES PRODUCTION COSTS 
FOR MANY NATIONALLY KNOWN MANUFACTURERS 


A rapidly adjustable carton sealer and No change parts required. The machine 
weigher. The cartons are registered by designed to handle cartons ranging in size 

P k h h held from 2-1/2’ to 6-1/2’’ width, 1°’ to 4 
operator into pockets, where they are he as es 

; ; hol depth and 4’’ to 10’’ height. Can be fur- 
squarely in adjustable holders, pockets nished with either net weiqher, or volu- 
move intermittently. All operations are metric filler, depending on the product. 
performed automatically. Speed up to 30 per minute. 






BRING YOUR PACKAGING PROBLEMS TO US 


—whatever it is, large 
or small, let us consult 
with you. It will pay 
you to investigate the 





complete Packomatic 
line before buying. 
You will not be obli- 


S. A. Domingo Barthe, Buenos Aires, S. A., weigh and seal : PACKOMATIC Model PT Carton Sealer, equipped with 

Yerba Mate with this Packomatic PT Sealer equipped with auto- gated In any way. double unit automatic net weigher for free-Alowing products. 

matic two-bucket weigher ae ~ and dribble feeder, and Suitable weighing and —s units furnished for products 
triple shaker quiring force i 





All Inquiries Treated Strictly Confidentially 






Represented Represented 
CHICAGO SAN FRANCISCO 
NEW YORK IN IN LOS ANGELES 
BOSTON SEATTLE 
CLEVELAND DENVER 





ST. LOUIS 


TT PACKAGING MACHINERY - 


NEW ORLEANS 
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TWO-STREAM FILLING MACHINE 


A two-stream, piston type Visco filler, designed by the 
Karl Kiefer Machine Co., has been placed on the market 
to meet the demand for higher speed equipment in the 
filling of mayonnaise products, preserves, pulpy fruit 
juices and similar products of a semi-liquid nature. 

This double action unit is claimed to have an 80 per 
cent increased capacity over the original piston type 
Visco filling machine. There are two pumps, one the 
standard quart size, the other handling a gallon. With 
this combination, containers holding up to five quarts or 
180 fluid ozs. may be filled. Two 1-gal. pumps would 
permit filling of containers from 32 ozs. to 2 gal. 

There are two hand wheels with which to adjust the 
flow of the two pumps. Each pump supplies a separate 
port in the head. A container may be filled two-thirds 
full with the first port and the remaining one-third with 
the second port. Or fill can be accomplished 60 per cent 
and 4o per cent or half and half—whatever is necessary 
to properly handle the product and container. Either 
pump may also be used independently of the other. A 
hand wheel also provides for quick and easy raising or 
lowering of the head. 

The machine has a variable speed drive with hand 
wheel control and a speed indicator. If desired, an auto- 
matic lift of the containers to the spouts may be supplied 
if required for filling such products as mayonnaise so as 
to get a ‘from the bottom up”’ fill. 





Two-stream piston type Visco filling machine. 


CASE SEALING GLUE 
A new heavy-bodied, light-colored case sealing glue, 
claimed to possess greater strength and tack and, hence, 
to be suitable for the most difficult case sealing opera- 
tions, has been developed by the Williamson Glue and 
Gum Works. Known as No. 44, the new product is 
suitable for hand or machine sealing. 

It is claimed that it cannot mold or ferment and, hence, 
keeps indefinitely. The product does not discolor labels, 
is odorless, does not string or foam and is uniform in its 
heavy viscosity. The material is available in 5-gal. air- 
tight steel pails and 50-gal. wax-lined barrels. 
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New Speedial installed on a variable speed transmission unit. 


HANDWHEEL TRANSMISSION 
CONTROL 


A new type of speed indicator has been developed by the 
Reeves Pulley Co. for use with its variable speed con- 
trol equipment. The unit is claimed to offer definite 
advantages not heretofore available and is offered as 
optional equipment, at extra cost, in place of the regular 
speed control handwheel and the dial type indicator. 
The unit, known as the Speedial, may be utilized on all 
sizes of variable speed transmissions and Vari-Speed 
motor pulleys (both with and without ceiling shifting 
equipment) and for the company’s Motodrive with ceil- 
ing equipment only. The Speedial handwheel may be 
substituted for the standard handwheel, hand crank or 
handwheel type speed indicator on those units which 
are already in service. 

It is claimed that the Speedial handwheel very ac- 
curately registers speed settings of these different units, 
giving an indication of a definite number of turns or frac- 
tions of turns of the shifting screw. These are read by 
the operator as he turns the Speedial. While the stand- 
ard Speedial is calibrated in turns of the shifting screw, 
space is available on the dial for the user to write, in pen 
or pencil, his own calibrations in whatever correspond- 
ing units he prefers. 

Depending on the class of transmission, gear ratios of 
25:1 and 50:1 are available. The dial is calibrated in ac- 
cordance with these ratios in from o to 25 turns and o to 
50 turns of the shifting screw. These calibrations ap- 
pear around the circumference. The smaller scale, 
printed in red, represents tenths of a turn and a small 
pointer printed on the transparent cover indicates these 
turns. Where the nature of the installation requires the 
additional protection, the Speedial may be sealed water- 
tight if desired. 


PLIOFILM RIBBONS ANNOUNCED 


Freydberg Bros., Inc., the appointed distributors of 
Goodyear Pliofilm manufactured into ribbons, ties and 
cords, have announced the introduction of their new 
holiday line in a series of new colors, patterns and stripes 
to be used exclusively for their Pliofilm products. 

Plio Ribbon, as the new Freydberg product will be 
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& BEER Y 


From COAST to COAST 
The Bottled Beer You Drink Is Packed and 
Sealed on STANDARD-KNAPP EQUIPMENT 


Why.do so many major brewers choose STANDARD-KNAP?P Bottle Packers and Case 
Sealers over all others? What makes this equipment the standard in this (and in so 
many other) industries? 

The answer is—overwhelming superiority . . . in performance, efficiency, econ- 
omy, durability and low maintenance costs. 

Look into STANDARD-KNAPP Bottle Packers and Case Sealers for your produc- 
tion line. These remarkable machines will cut costs and step up your entire pro- 


duction facilities. 
a Write now for full information. 
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The 1937 All-America Gold Award Machinery installation is composed of these 
Standard-Knapp bottle packers, Standard-Knapp automatic gluing units and 








Standard-Knapp case timers in the plant of the Jos. Schlitz Brewing Co. 


STANDARD-KNAPP CORPORATION 


MANUFACTURERS OF CASE SEALING, CASE PACKAGING, AND CAN LABELING MACHINES 





43-27 32nd PL.. 208 W. Washington Street 100! Society for Sav. Bldg. 909 Western Ave. 
LONG ISLAND CITY, N. Y. On 11 Ov. Ne1@) . CLEVELAND SEATTLE 
420 S. San Pedro St. 300 Seventh Street 315 South West Pine Street Windsor House, Victoria St. 
LOS ANGELES SAN FRANCISCO PORTLAND, OREGON LONDON, ENGLAND 








known, is, it is claimed, the first water-proof printed 
transparent ribbon. This quality of complete water 
resistance makes it available for many unusual ap- 
plications as, for example, in tying florist bouquets and 
packages, where the moisture of flowers, refrigerators 
and hot houses has previously precluded the use of any- 
thing but textile ribbons. The new tie will likewise, 
it is believed, find a ready market among packers of 
celery, asparagus and other garden products, as well as 
meat packers, bakers, etc. 

It is claimed that the new Plio Ribbon is the strongest 
tying ribbon ever produced, the resilience of the materia] 
making it virtually impossible to break. The ribbons 
may be tied into tight knots without difficulty and these 
knots may be opened and re-tied without causing the 
ribbons to break. Plio Ribbons may be re-used by 
dealers or consumers, since it is possible to smooth out 
an untied ribbon and re-tie it. The ribbons may also 
be stitched, glued or serrated on one or both edges and 
thus lend themselves to a number of applications in the 
form of tying flaps, etc., where ordinary materials have 


not previously been successfully applied. 


SHIPPING CONTAINER PARTITION 


Genera] Products Co. has developed a shipping container 
partition, known as the “‘Quick Pack,’’ designed par- 
ticularly for use with bottle carrying cases. The parti- 
tion consists of a scored and slit sheet of board so de- 
signed as to automatically expand between the bottles, 
thus forcing them away from each other. It is claimed 
that this feature saves labor and prevents breakage of the 
bottles. The partition also acts as a brace and therefore 
prolongs the life of the carton. 

Partitions are delivered to the bottler in the flat and 
are folded just prior to use. The bottles are placed into 
the carton and the partition then inserted between the 
bottle necks and pressed down into place. The natural 
spring of the cardboard, it is claimed, causes the parti- 
tions to spread the bottles away from each other. 


General Products Co. shipping container partition. 





86 MODERN PACKAGING 





New model light weight scale. 


PRE-DETERMINED WEIGHT SCALE 


The Speedweigh scale, designed by Harold Van Doren 
for the Toledo Scale Co., is of modern design with hous- 
ing and platters of polished, die-cast aluminum. The 
new model weighs 13 Ibs. as contrasted with the 50 |b. 
weight of the former model. 

The indicator is controlled by hydraulic shock ab- 
sorber and the beam is notched at each graduation for 
fast, accurate poise setting. It is claimed that the scale 
is accurate to '/ of an oz. or !/j0th of a lb. The 
unit has an in-built handle for carrying and has re-place- 
able, self-aligning bearings throughout. 

The scale occupies an unusually small table area, 
having a base 6 in. by 16 in. and an overall height of 
15 in. With housings and platters of aluminum, the 
unit is of very light weight and hence readily portable. 
Interior parts are corrosion-proofed. 
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--and ona MORRISON-- 


of course -- 





Whenever and wherever the question of closing, 












fastening or sealing comes up for consideration, modern 


SALES AND SERVICE: 


e Chas. N. Stevens Co., Inc. 

112 W. Harrison St., Chicago, II. 
e Seybold Division, 

819 Washington St., Dayton, Ohio 
e Chas. A. Strelinger Co. 

149 E. Larned St., Detroit, Mich. 
e J. H. Schroeter & Bro. 

225 Central Ave. S.W., Atlanta, Ga. 


e American Type Founders Sales 
Corp. Branches. 

e E. P. Lawson Co., Inc. 

426 W. 33rd St., New York, N. Y. 
The Bourse, Philadelphia, Pa. 
170 Summer St., Boston, Mass. 

e Harris-Seybold-Potter (Canada) Ltd. 
445 King St. W., Toronto, Canada 
637 Craig St.W., Montreal, Canada 

e Chas. D. Mackay Co. Ltd. 

48 Gray’s Inn Road 
London, W. C. I., England 

eR. Collie & Co., Proprietary, Ltd. 

G. P. O. Box 1840-Q 

Melbourne, C. I., Australia 


business turns to the leader—a MORRISON wire stitcher 


—and gets the most efficient and safest answer. 


MORRISON WIRE STITCHERS drive their stitches and 


clinch them on today’s automatic production lines. In 





modern packaging the MORRISON serves as the 
MODERN business builder and retains its leadership by 
the sheer quality of its work. 



























Actually, wherever two materials must be fastened 
together, a MORRISON should be considered. 


ASEYBOLD DIVISION 
Harris - Seybold - Potter - Company 
O°. 4 9) 


DA Y T O No 
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FOR YOUR 





Unless otherwise indicated, copies of catalogs, booklets, 
etc., mentioned in this department may be obtained with- 
out charge by writing to the sponsoring company at the 
address given. 


THE TECHNIQUE OF MARKETING RESEARCH 
(432 pages, McGraw-Hill Book Company, Inc., $4) was 
prepared by a committee on marketing research tech- 
nique of the American Marketing Assn. and represents 
the combined efforts of such prominent market research 
specialists as Ferdinand C. Wheeler, Pauline Arnold, 
Robert N. King, Alfred T. Falk, Paul S. Lazarsfeld and 
a number of others. 

The volume details accepted procedures in analyzing 
research problems, in developing questionnaires, in re- 
cording data, in organizing research personnel, in organ- 
izing field work, in tabulation and in the development 
and interpretation of conclusions. In this sense, the 
book will undoubtedly be utilized as a handbook and 
bible by those most directly concerned with the actual 
carrying on of market research. 

Nonetheless and in spite of its highly technical con- 
tent, the volume should prove of pronounced interest 
and usefulness to every manufacturer confronted with 
the problem of research in his own market. It should 
provide for him an understanding of the possibilities of 
market research. It should lift for him some of the veil 
of mystery which surrounds the work of the research 
specialist and permit him to evaluate his research needs, 
even though he and his organization may not be able to 
carry out the actual work of research. It should, going 
even further, suggest to many packagers in particular the 
value of extended research prior to the launching of a 
new packaging or display program and, in a very general 
way, it may serve as a guide to both the types of ques- 
tions which research may answer and the approximate 
cost of securing an appropriate and accurate answer to 
these questions. 


A VOLUME ENTITLED “'Packages in Walnut”’ has been 
published in a limited edition by the American Walnut 
Manufacturers Assn., Chicago, IIl., to illustrate the wide 
range of attractively designed deluxe and premium 
packages, novelties and displays of walnut that are today 
being used by manufacturers in a variety of fields. 

The booklet, which is bound in actual ‘‘boards’’ of 
walnut veneer, illustrates packages and displays for prod- 
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ucts ranging from silverware to heavy machinery and 
from golf balls to suspenders and combs. Most of the 
units were built to specifications for individual manufac- 
turers, but serve appropriately to illustrate the possibili- 
ties for achieving attractive effects in this material. 


REEVES PULLEY CO., Columbus, Ind., has issued a 
new 124-page catalog, No. G-384, covering the complete 
line of its variable speed control equipment—Variable 
Speed Transmission, Vari-Speed Motor Pulley and Moto- 
drive. The entire book is printed in two colors and each 
of the three sections is printed in a different color com- 
bination for ready identification. 


THE F. J. STOKES MACHINE CO., Philadelphia, Pa., 
has published a catalog of high vacuum pumps which 
presents a comprehensive story of higher vacuum, its 
applications, advantages and economies in industry. 
The book is filled with data, charts, graphs and tables 
which are valuable for reference purposes. 


SCHMIDT LITHOGRAPH CO., San Francisco, Calif., 
has issued a new booklet entitled “‘Direct Projection.” 
A new direct projection method of making posters and 
other big-scale lithography from either reproduced 
paintings or direct color photographs is detailed. 


NASHUA GUMMED & COATED PAPER CO., Pack- 
age Paper Division, Nashua, N. H., has issued a new 
sample book showing transparent cellulose wraps in stock 
designs for Christmas, Hallowe'en and Thanksgiving. 


HAZEN PAPER CO., Holyoke, Mass., has issued a 
folder on its Leafage paper which contains samples of 
Duprint quality, in white or ivory. Sample sheets are 
available on request. 


TWO SWATCH BOOKS, illustrating various patterns 
and colors of Hy-Light Relief and novelty foil papers, 
have been issued by the Hampden Glazed Paper & Card 
Co., Holyoke, Mass. 


THE CROWN CORK AND SEAL CO., Baltimore, Md., 
is presenting a folder titled ‘‘Look Ahead with the 
Beverage Industry.’" The folder illustrates various types 
of bottling equipment. 


THE KARL KIEFER MACHINE CO., Cincinnati, Ohio, 
has issued a new brochure entitled ‘Keep Ahead with 
Kiefer,’’ illustrating and describing a number of the 
machines of its manufacture. 


CAMERON MACHINE CO., Brooklyn, N. Y., has 
issued two new folders descriptive of its constant web 
tension device and of its machine for slitting and re- 
winding transparent cellulose and acetate materials. 


‘“MULTIWALL BAG CLOSING MADE EASY"’ is the 
title of a booklet published by The Bemis Bro. Bag Co., 
St. Louis, Mo., which describes and illustrates the 
Bemis Tape Sealer method of closing open mouthed 
multiwall bags. 











FILM AND EXHIBIT ITINERARY 


“Over the Counter and Off the Shelf,’’ the Mopern 
PacKAGING movie in full color and sound, and the 
traveling exhibits of the 1937 All-America prize-winners 
are continuing an itinerary that will bring them, before 
the year’s end, to every major industrial center in the 
United States and Canada. 

Following is the list of bookings for the months of 
September through December—necessarily incomplete 
as additional bookings are being added almost daily. 
Interested parties are advised to contact the individuals 
named as sponsors for admission to showings. 


Date 
September 6 


September 12 


September 12-17 
September 26 
September 28 
September 29 
October 5 
October 7 
October 11 
October 18 
October 22 
October 26 
November 4 
November 9 
November 10 
November 16 
November 22 
November 29-30 
December 5 
December 10 
December 12 
December 14 


December 22 


Place 
East Orange, N. J. 


New York City and 
Hillside, N. J. 


Sioux Falls, S. D. 
Roanoke, Va. 
Atlanta, Ga. 

New York City 
Pittsburgh, Pa. 
Pittsburgh, Pa. 
Troy, N. Y. 
Chicago, Ill. 
Cleveland, Ohio 
Davenport, lowa 
Wichita, Kansas 
Oconomowoc, Wis. 
Columbia, Mo. 
New Brunswick, N. J. 
Fargo, N. Dak. 
Lincoln, Nebr. 
Madison, Wis. 
Racine, Wis. 
University, La. 
Norman, Okla. 


E] Paso, Texas 


Sponsor 
Chamber of Commerce and 
Civics of the Oranges and 
Maplewood. A. E. Wil- 
liamson. 


Bristol-Myers | Company. 
H. C. Jackson. 

Manchester Biscuit Co. 
J. J. Larkin. 

Merchants’ Protective Asso- 
ciation. E.C. Moomaw. 

Atlanta Advertising Club. 
F. G. Storey. 

Young Lithographer'’s Assn. 
J. L. Kronenberg. 

P. Duff & Sons. €. A. 
Harmeier. 

H. J. Heinz Company. 
F. H. Kift. 

Rensselaer Polytechnic In- 
stitute. W. F. Spafford. 

Standard Oil Company. 
L. C. Welch. 

Dyke School of Commerce. 
J. R. Gates. 

Advertisers’ Club of Daven- 
port. Wm. Pohlman. 
University of Wichita. 

F. A. Neff. 


Wisconsin Honey Farm. 
. 


C. W. Aeppler. 
University of Missouri. 
R. E. Curtis. 
Rutgers University. R.N. 
Campbell. 

North Dakota Agricultural 
College. W.O. Brown. 
University of Nebraska. 

F. K. Van Sant. 
University of Wisconsin. 
R. R. Aurner. 
Association of Commerce. 
John Borgenson. 
Louisiana State University. 
K. D. Reyer. 
University of Oklahoma. 
R. B. Shuman. 


Chamber of Commerce. 
L. P. Bloodworth. 


The HIGH COST 
of WRAPPINGI 








This NEW 
HEAVY DUTY 
MILLER WRAPPING MACHINE 


Wraps individual packages, and 
bundles too. 


Takes Cellophane, kraft, or 
waxed papers. Glue or heat 
seals. 


Cuts printed papers, in accurate 
register. 


Instantly adjustable, within gen- 
erous limits. 





Low in cost. 


a, tA AA 


PROFIT by writing! 






~ WRAPPING & SEALING MACHINE CO. 
14 So. Clinton St. CHICAGO 
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Plants and Personalities 


NEWS 


THE GLASS CONTAINER ASSN. OF AMERICA, New 
York, N. Y., is sponsoring a modern, completely 
equipped experimental kitchen to be known as the 
Glass Kitchen, located at 19 West 44th Street. 

Primarily the function of the Glass Kitchen is to study 
glass packed products from the consumer's point of view. 
It will study and investigate every aspect relating to glass 
containers and closures, gauging demands in the light of 
all available data and as far as possible anticipating fu- 
ture trends. 

Since the Kitchen represents all manufacturers of con- 
tainers and closures, it will be equipped to help con- 
sumers, food packers and their retailers and glass makers 
themselves on individual packaging problems. 


THE SHAWINIGAN RESINS CORP., Indian Orchard, 
Mass., has opened a new vinyl acetate resin plant. 
Shawinigan is jointly owned by the Monsanto Chemical 
Co., St. Louis, Mo., and Shawinigan Chemicals, Ltd., 
Montreal. Vinyl acetate sheets for use by glass and 
motor car manufacturers in a new type of safety glass for 
automobiles, railroad cars and other vehicles will be the 
principal product of the plant. 


THE ARMSTRONG CORK CO. announces the purchase 
of the business of the Whitall Tatum Co. The plants of 
the Whitall Tatum Co. at Millville and Keyport, N. J., 
will be operated by the same management as formerly 
and no major changes are contemplated in distributing 
products of that company. 

Fred C. Tatum will remain with the company as man- 
ager of glass sales in the New York district and W. H. B. 
Whitall will act in the dual capacity of Philadelphia dis- 
trict manager and manager of the Whitall Tatum Co. 
department of Armstrong Cork Co. D. L. Armstrong, 
vice president in charge of Armstrong’s closure division, 
will head the new glass and closure division. 


THE CANADIAN PAPER BOX MANUFACTURERS, 
at their annual convention, elected the following officers 
for 1938-39: president, A. Manchester, Manchester 
Paper Boxes Ltd.; vice president, H. G. Turnbull, 
National Paper Goods Ltd.; directors, G. W. Brown, 
Gair Co. of Canada Ltd., J. G. McDermid, Somerville 
Paper Boxes Ltd., R. P. Reid, Consolidated Lithograph- 
ing Mfg. Co. and M. P. Eager, Hamilton Paper Box Co. 


RESINOX CORP., New York, formerly located at 230 
- Park Ave., has moved its offices to 17 Battery Place. 
Telephone Whitehall 3-8593. 
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TRENDS 





HUGH M. CLARKE, first vice president of the Arm- 
strong Cork Co., died on Tuesday, July 26, following an 
illness of several months. Mr. Clarke was 47 years old 
and had been connected continuously with Armstrong 
since 1913. He had consecutively served the company 
as assistant sales manager of the Floor Division, assis- 
tant general manager of the Floor Division, vice presi- 
dent in charge of production and member of the board. 


WYOMISSING GLAZED PAPER CO., Reading, Pa., 
has moved its New York office to 180 Madison Avenue. 
Telephone Murray Hill 4-3274. 


SAMUEL M. GREER and Linus C. Coggan have been 
elected to the board of directors of the Commercial 
Solvents Corp., New York, N. Y. Mr. Greer was 
elected to fill the vacancy in the directorate caused by 
the death of William D. Ticknor, president of the com- 
pany. Mr. Coggan succeeds Philip L. Reed. 


FRANK M. SEAMANS, formerly vice-president in 
charge of lithographic sales of The United States Print- 
ing & Lithograph Co. has joined the Polygraphic Co. of 
America, Inc., as vice president and director of sales 
of the display division. 


WILLIAM W. FITZHUGH, INC., announces the estab- 
lishment of a new plant, for the manufacture of labels 
and folding cartons, occupying the entire block on 49th 
Street, from First to Second Aves., Brooklyn, N. Y. 


FEDERAL ADVERTISING AGENCY announces the 
opening of a showroom, devoted to recent outstanding 
window and counter displays and packages, at its offices 
at 444 Madison Ave., New York City. The agency in- 
vites visits by manufacturers with display problems and 
lithographers wishing criticisms of sketches to be sub- 
mitted to Federal clients. 


WILLARD D. SMITH, formerly general sales manager 
of the Frederick H. Levey Co., Philadelphia, Pa., is now 
vice president in charge of sales. 


JAMES IRWIN, former director of public relations of 
General Motors Corp., is now an executive with the 
Monsanto Chemical Co., St. Louis, Mo. 


V. J. ZERBO, JR., has been elected vice president in 
charge of the creative art division of the Polygraphic 
Co. of America, Inc., New York, N. Y. 











FOR SOME MONTHS PAST, there have appeared 
in various magazines and have circulated in the form 
of rumors, implications that the American Manage- 
ment Assn. is contemplating giving up its packaging 
activities and that a national packaging institute might 
be formed to carry on this work which the AMA has 
sponsored for the last eight years. 


In an interview with Modern Packaging, Alvin E. 
Dodd, president of the American Management Assn., 
has taken occasion to state that these implications and 
rumors are entirely unwarranted and that the associa- 
tion contemplates no change other than a further 
strengthening of its long-term interest in the advance- 
ment of the technique and art of packaging. 


‘*These statements,’” Mr. Dodd said, ‘‘are not founded 
on fact. They probably grow out of some informal sug- 
gestions made by several people individually to the ef- 
fect that the elements or groups which go to make up 
our packaging industry ought to find a more unified and 
organized support to the Packaging Exposition, Pack- 
aging Conferences and Awards sponsored by the AMA. 


‘“Without evidence as to either the desirability or the 
possibility of effecting such a change, I may say without 
hesitation that there doesn’t seem to be any widespread 
desire from the industry as a whole in this direction. 
The AMA will continue, therefore, to carry on in the 
future as it has in the past, with the cooperation which 
it has so whole-heartedly enjoyed from manufacturers, 
suppliers, designers and others interested in the advance- 
ment of the art of packaging. The association will con- 
tinue its work through its Packaging Council, its Ex- 
hibitors Advisory Council, its Program Planning Com- 
mittees, and with numerous individuals who have helped 
along these lines in the past and have evinced a strong 
willingness to continue such help in the future. 


‘The AMA’s sole interest will continue to be the aid- 
ing in all such ways that it can, the advancement of the 
technique of packaging. There is no intention of turn- 
ing over the Exposition or other efforts to any existing 
or yet-to-be-founded group.”’ 


‘‘T may say, in fact,’’ Mr. Dodd continued, “‘that plans 
are already under way for a larger and much improved 
Exposition to be held in New York City, as scheduled, 
during March of 1939. It will be regrettable, to my 
mind, if the circulation of such rumors shall have any 
effect whatsoever in causing any elements within the 
industry to forego such advantages as they may gain 
under the existing and, I believe, generally most satis- 
factory set-up because of rumors which would seem to 
imply that this set-up is not of a permanent nature. 

‘I am sure the entire group of industries which form 
our growing packaging field can look forward to a con- 
tinuance of all those elements in our activities which in 
the past have proved fruitful of a widening interest in 
packaging and a widening awareness on the part of 
manufacturers and the general public of the important 
part which packaging plays in the American business 
and social scheme.”’ 




















REDUCE YOUR PACKAGING COSTS WITH 





THESE PETERS 
Packaging 
MACHINES 





TO SET UP AND CLOSE YOUR CARTONS 








This SENIOR Model 
Machine automatically 
sets up 50-60 cartons per 
minute . . . requires no 
Operator . . . cuts liner 
paper from roll. 


After cartons are filled, 
this SENIOR Model Ma- 
chine automatically closes 
50-60 cartons per minute 
. .. requires no operator. 





JUNIOR Model Machines also available 
to set up and close 35-40 cartons per 
minute... adjustable for a wide range of 


sizes. 


If your carton packaging costs are too 
high, investigate these PETERS Machines 
and see how easily your cost per package 


can be reduced. 


Send us sample cartons or the sizes of cartons 
and ask us to recommend machines to meet 


your requirements. 





PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 
4700 RAVENSWOOD AVENUE, CHICAGO, ILL. 
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REDESIGNED AFTER 18 YEARS 
(Continued from page 56) 





six, seven and eight color process printing, both with 
an eye toward the vaiue of such color in display and 
an anticipation of the possibility of inducing consumers 
to retain the package as a storage box for the sheets and 
pillow cases in the linen closet. 

Background colors, in light pastel shades—orange, 
oriental green and siren blue—have been utilized to set 
off the strong tones of the trade mark illustration. The 
same decorative trade mark has been utilized on the 
tickets which are pasted upon the sheets themselves and 
on the ribbons which are used to tie them into bunches. 

Although the new packages are definitely more ex- 
pensive than the old, a number of advantages were sought 
to compensate for the added expense. First, it was felt 
that the purchasing habits of consumers—confronted 
with an opportunity of securing one of the new packages 
as a storage container—would gradually be changed from 





3. One of the displays created for use in conjunction with the new 
Fruit of the Loom packages. The trade mark on the display is illumi- 
nated from behind to a soft and extremely attractive glow. e 
unit is of sturdy wood construction with a lacquer finish and is 
designed for use either in windows or on back-counter tops. 


the usual purchase of two or three sheets to the selec- 
tion of packaged units of six. Secondly, it was realized 
that the attractiveness of the package and the colorful 
note of its central illustration would make it an ideal 
unit for display. 

To this end, all displays supplied to dealers and all 
display suggestions are built around the idea of using a 
minimum number of exposed sheets and a maximum 
number of packages. By this method, dealers are re- 
leased from the hazard of spoilage which usually ac- 
companies a display of actual sheets and dealers are like- 
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wise permitted to make a larger display from a small 
quantity of stock. 

The company reports that its salesmen have found an 
amazing reception for the new package among depart- 
ment and specialty stores and throughout the trade in 
general. Introduced late in June, at a time of the year 
when sheet sales are usually at a relatively low ebb, the 
company has found, from field surveys and from actual 
sales conducted by various dealers, that the packages 
have not merely achieved dealer acceptance, but have 
carried on down the line to win far more favorable re- 
ception among consumers than anticipated. 

Credit: Package design by Tom Leslie, Fruit of the 
Loom, Inc. Manufactured by Robertson Paper Box Co., 
Inc. Display by Walter Marshak. 





MULTI-UNIT DENTAL CABINET 
(Continued from page 60) 





of every inch of available space, resulting in a compact, 
yet complete operating unit. 

From the patient's viewpoint, the neat, orderly ar- 
rangement of the new cabinet suggests efficiency and be- 
cause the product itself is esthetic in its application, the 
appearance of the cabinet is an important factor. 

The complete cabinet, known as the Aristocrat, was 
introduced for the first time in April of this year. The 
company reports that unquestionably the thoughtful 
designing of the new cabinet is responsible for its extraor- 
dinary acceptance by dentists and dental dealers. 

Here again is an interesting example of combining in- 
dustrial design with the product to be sold and which 
has proved eminently successful for The L. D. Caulk Co. 

The cabinet was constructed by the Henry H. Sheip 
Co. Bottles in the set supplied by the Salem Glass Co., 
closures by Armstrong Cork Products Co., collapsible 
metal tubes by the Bond Manufacturing Co. and labels 
supplied by Trevett-Christian. 





TRIPLE DUTY PACKAGE 
(Continued from page 42) 





sumer curiosity to the point of turning the box around 
to find out where and how the hose and fertilizer com- 
bine. The consumer thus discovers the company’s 
Liquefier device and its function. 

Through the use of this type of design, it has been 
found possible to keep the front panel of the package ex- 
tremely simple and free from cluttering explanations. A 
poster treatment has been utilized with the upper fifth 
of the package in white and the lower four-fifths in green 
with reverse white and black lettering. ‘‘The man with 








the hose’’ seemingly stands upon a lawn near the horizon 
formed by the juncture of the green and white panels. 
The eye quite naturally follows the line of the hose down 
through the product name and around the right of the 
package. On the right side panel, still following a 
hose, the potential consumer is confronted with a pic- 
turized statement of the relative quantities of various 
types of fertilizer required to equal a given quantity of 
Gro-Lux. Following the hose still further, the on- 
sumer comes to the back panel where a complete explana- 
tion of the Gro-Lux Liquefier is found. The other side 
panel contains detailed directions for use, printed once 
again in reverse white and in black on the green back- 
ground. The top panel likewise utilizes green with 
black and white type to carry a simple lettered slogan. 
For window and counter purposes, one front, one side, 
one back and one top—a total of four boxes—make up a 
complete display. Thus an effective display has been 
achieved at a zero cost for both manufacturer and dealer. 
The Gro-Lux Liquefier, a necessary adjunct to the use 
of Gro-Lux, has been provided with a display panel 
utilizing the same general design treatment of the green 
background topped with a white panel. The Liquefier 
bottle and head is inserted into a die-cut hole in this 
easel display, forming an integral part of the picture. 
The company reports that the triple duty package has 
proved to be one of the greatest individual assets to the 
promotion of the product in the test areas of Minneapolis, 
St. Paul and parts of Wisconsin and Illinois where in- 
troduction of the new fertilizer and Liquefier has been ef- 
fected during recent months. 
Credit: Boxes by the Lindley Box & Paper Co. 





TOYS ARE NO LONGER “PACKED” | 


(Continued from page 43) 





This automatically insured the display of the various 
items within the container, while preventing the re- 
moval, breakage and theft of any of the individual toys. 

In a separate poll of visiting buyers, first choice was 
given to the packages for Tootsietoys sponsored by the 
Dowst Manufacturing Co. These packages, of tele- 
scoping set-up box construction, achieve a very close 
family relationship through the use of the product name 








on every edge of the package and through the similarity | 


of the slanting design on the top face of each container. 

For the convenience of store clerks and for adequate 
and colorful display, each container pictures its contents 
—soldiers, fire trucks, airplanes, autos or futuristic sky 


ships—in a series of streamlined rows across the face of | 


the container, each illustration being followed by a wake 
of brilliant color and thus achieving a dominating ef- 
fect on display. The interior construction of these con- 
tainers is likewise unique, a number of features being 
covered by patent. 

Credit: New Kilgore package by Frankenberg Bros. 


bact Weignt scales 


Help You Market 






For 
Handling— 


Cheese 
Sliced Bacon 
Chipped Beef 
Candy 
Crackers 
Cookies 
Potato Chips 
Cereals 

Nut Meats 
Drugs 
Flavorings 
Pretzels 


RE IS NO SUBSTITUTE FOR EXACT, 


PRECISION SCALE 





Modern 
Packages 
at a Profit... 


UESSWORK packaging is haz- 
ardous... invites overweight as 
well as underweight containers. For 
twenty-two years we have successfully 
demonstrated to the leaders of the proc- 
essing industry that packaging from bulk 
is best accomplished by sound, prede- 
termined fraction ounce weighing to in- 
sure profits. 

Tu-Way Tower EXACT WEIGHT 
Scales with back-set dials (as illustrated) 
fit into more production lines than any 
like equipment made . . . feature speed, 
easy to read dials, rugged construction 
and ability to weigh accurately on out- 
of-level tables. 

Write for full details about Industry’s 
number one packaging and weighing 
equipment. 


THE EXACT WEIGHT SCALE CO. 
222 W. Fifth Ave. 


Columbus, Ohio 
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LURES TO LURE CUSTOMERS 


(Continued from page so) 





The transparent sleeves not only serve to disclose and 
protect the contents and thus to make display and 
demonstration of the odd shaped lures a relatively 
simple problem, but also provide an extra factor of 
strength and rigidity for the package as a whole. The 
packages open much in the fashion of a slide match box 
and may be—and no doubt frequently are—retained by 
the fisherman as a permanent holder for the product. 

The Belknap Hardware and Manufacturing Co. found 
an ingenious solution to the problem of displaying its 
fishing reels in a manner which would disclose certain 
outstanding features and which would place the reel 
with a proper background in the most desirable counter 
positions by utilizing a one-piece folding carton con- 
struction with a triangular display block or building, 
equipped with a back panel or display flap. The reel 
itself fits into a die-cut recess in this block and is so 
positioned that when the display flap is folded down- 
ward, the entire unit fits into a plain cardboard sleeve 
for shipment. Thus the reel is never separated from 
its display and the dealer is not required to devote ex- 
tensive time and energy to setting up the unit. A color 
scheme of carmine red, black and gold with a varnish 
overprint provides a fitting and attractive background 
for the bright colored metal reel. 

The Newton Line Co. has long experimented—with 
much sales success—with novel packaging ideas. For its 
Captain Kidd Cuttyhunk line, it had, until recently, 
been using a set-up type of box with a hinged display 
lid. The box held six so-yd. spools of linen fishing 
line, each spool, as is the custom, being attached by 





Another solution of the problem of displaying the odd 
shaped and hard to handle fishing reel. Here a rec- 
tangular carton becomes an attractive breakback display. 


the line to the adjacent spool and thus permitting the 
dealer to sell from 50 to 300 yds. of continuous line by 
merely cutting the spools apart as desired. 

The old container did a good selling job but had the 
drawback of disclosing its increasing emptiness to the 
public eye as the spools were sold. To overcome this 
appearance of emptiness and to provide a display that 
would always seem complete, a new style of folding dis- 
play box was developed with the same capacity as the 
old container. 

Behind the two front spools, a special compartment 
was provided, holding a reserve supply of four addi- 
tional spools. These are moved up by the dealer to the 
front after a sale is made. The folding lid of the con- 
tainer is so made as to fit over the entire set of six spools 
in shipment. When used as a display, its front edge is 
placed behind the two spools which are to be displayed 


Captain kiaa 


iy. 
main i d 





LEA Liney 


The old Captain Kidd set-up line box, left, has been replaced by a folding carton type of container which 
has the advantage of always appearing to be full. Replacements are moved up from the reservoir space in 
the rear compartment. In shipment, the box is rectangular but on display the lid assumes a pyramidal form. 
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Write to either of 
the Companies or 
their offices listed 
below for complete 


A wide variety of products such as wall coverings, floor E S 
information. 


coverings, decorative shades, curtains, etc., are products of 
Ross-Waldron equipment. 
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ROS5-WALDRON. 


Coating ap Seciienad 


Testifying to its advanced design, construction and 
efficient performance is the fact that makers and users 
of many nationally famous products, such as BAKELITE 
Plastics, have installed the ROSS- WALDRON Equip- 
ment for all such operations as Roll or Knife Coating, 
Saturating, Floater, Impingement or Zoned Drying. 





Modern machinery for modern methods. 


J. O. ROSS ENGINEERING 





JOHN WALDRON 





fice can or rece CORPORATION CORPORATION 
- Main Office and Works: NEW BRUNSWICK, N. J. Main Office: —350 MADISON AVE., NEW YORK 
Chicago | New York Portland, Ore. . Chicago Detroit Portland, Ore. 














YOUR IMMEDIATE ATTENTION IS CALLED TO THIS NEW 
No. 17 IMPROVED AUTOMATIC TUBE FILLING, CLOSING 
AND CRIMPING MACHINE for SEALING COLLAPSIBLE TUBES. 


TYPE “A” for PASTE. “B” for POWDERS. “C” for LIQUIDS 
The famous COLTON CLOSURE machine has been greatly improved and simplified. 
It now offers you these new advantages: 
Motor is underneath, out of the way. 
Equipped with REEVES drive for speed control. 
New design filling head gives a positive free smooth action of nozzle. 
Start and stop push button switch. 


Two hand levers. One for starting the machine proper. One for stopping and start- 
ing filling mechanism. 






No. 17-A. Improved 

Automatic Tube Fill- 

ing, Closing and 
Crimping Machine 






All of these improvements—yet no increase in price. Write 
today for a sample tube and full information on this machine. 


ARTHUR COLTON CO. 


2602 JEFFERSON AVE., EAST 
MICHIGAN 





Electric Drive Stirring Device as shown is 
recommended for materials that do not flow 
readily in our standard hopper. 
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to the public and its breakback then rises to form an 
interesting die-cut display panel. The box fits into a 
plain cardboard sleeve for shipment. 

The Shapleigh Hardware Co. has attacked the prob- 
lem of presenting fishing reels from still another angle. 
Like the Belknap Co., they use a one-piece folding dis- 
play box, but theirs is so constructed as to provide a 
large recess rather than a die-cut for the fishing reel. 
This permits the customer to remove the reel from the 
box for close examination, a step somewhat more dif_i- 
cult than in the case of the Belknap display. Whether 
this facility of removal is advantageous or not would 
depend, it would seem, upon the merchandising methods 
of the individual dealer and upon the habits of the indi- 
vidual consumer. 

The breakback display panel of the carton folds for- 
ward and downward to close the box and thus to pro- 
vide a square container that is easy to handle and easy 
to ship. The color scheme in this instance utilizes a 
bright red, black and gold—once again providing an 
attractive background for the bright metal of the unit 
of merchandise. 

Credit: F. M. Howell & Co. for the design and manu- 
facture of all containers shown. 





GIFT PLAN TO BOOST SALES 


(Continued from page 44) 





watch chain for two dimes—the mailing cost free. 

The carton design in bold red and blue lettering on 
yellow background provides full color the entire length 
of the bar. Its novel construction, for which patent is 
pending, enables the carton not only to be shipped flat, 
but to be set up and slipped over the Koldee bar at great 
economy and speed. The cartons are placed on the bars 
after they have been removed from their molds and the 
pin rack is then turned upside down. By a slight pressure 
at the center top, the carton slides easily over the bar, 
flaring slightly at the ends and settling into place as if 
snapped, due to the diagonal folds in the corners. Aside 
from being sanitary, attractive and colorful in appear- 
ance, the new type of Koldee carton is convenient to 
handle because of its sectional perforations. Each sec- 
tion may be discarded as the bar is eaten. Its particular 
covering permits Koldee to be eaten at home, in the car 
or elsewhere without dripping or becoming messy since 
the carton, to a large degree, is water-tight. 

The merchandising program is based on both the color- 
ful, easy-to-handle container and the featured Hollywood 
gift charm plan. All advertising, including window 
cards, back-bar strips, etc., supports these activities. 

The Koldee bar is made in a variety of flavors and is 
shipped in powder form to ice cream manufacturers for 
re-sale, together with instructions for mixing according 
to a prescribed formula. Accompanying cartons and 
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gift charms are furnished also by the producers to mar- 


keters of Koldee bars. 
Credit: Designed by Noel A. Petter of the Standard 
Paper Box Co. and cartons supplied by that company. 





STYLED FOR JUVENILE APPEAL 


(Continued from page 45) 





one vessel of the United States fleet, including battle- 
ships, destroyers, airplane carriers, etc. These pictures 
are designed so that the wave action and water lines 
match perfectly and when lined up, they give the effect 
of seeing the fleet in review. This continuation of ac- 
tion further serves to dramatize display. 

In these packages there is evident a thoroughly well- 
planned merchandising scheme. The company’s cam- 
paign calls for a frequent change of United States Navy 
craft on the reverse side of the box and builds up repeat 
business by catering to the keen popular interest in Don 
Winslow, whose millions of juvenile friends certainly 
desire all the pictured Navy craft they can possibly col- 
lect. There is no stopping youngsters when an oppor- 
tunity is presented to give play to their imagination. 
These packages intensify the appeal of the product and 
practically defy any small boy to pass them up. Further 
inducement to maintain the undiminished enthusiasm of 
children (or adults) has been provided for by the Kellogg 
Co. By sending in two boxtops and three cents postage, 
it is possible to obtain a four-color print, suitable for 
framing, of any one of the various ships depicted. 

The novel advertising campaign, including newspaper, 
radio and package tie-up, gives unbounded opportunity 
for stimulation of the youthful fancy and affords the 
dealer a product that moves with dispatch. 

Credit: Cartons produced in the Kellogg Company's 
own plant. Packages designed by the art department 
of Hays MacFarland & Co. Plates made by the Kala- 
mazoo Engraving Co. 





GIVE YOUR ADHESIVES A 
CHANCE 


(Continued from page 75) 





ward. In the selection of adhesives, the packager may 
be guided by broad general rules—or basic common 
sense principles—such as those outlined above. How- 
ever, he will find his greatest security in adhering 
to one rule—the most fundamental of all—namely, 
when confronted with an adhesive problem, consult 
a reliable and experienced adhesive manufacturer, give 
him the facts—all of the facts—and then follow his 
prescription in detail. 
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... Write for Samples. of Barque 





DISTRIBUTORS 


BLAKE, MorrFitt & Towne, Pacific Coast 

BRADNER SMITH & Co., Chicago, IIl., and Milwaukee, Wis. 
CHOoPE-’STEVENS PAPER Co., Detroit, Mich. 

Henry L. GoopMAN, Boston, Mass. 

A. Hartunc & Co., Philadelphia, Pa. 

CHARLES F, HEAPHY CoMPANy, New York, N. Y. 
HoLyoKE CoaTED & PRINTED PAPER Co., New York, N. Y. 
HuGuHEs & HoFrMan, New York, N. Y. 

JoHN Leslie PAPER Co., Minneapolis, Minn. 

MATTHIAS PAPER CorpP., Philadelphia, Pa. 

Nassau Paper Co., St. Paul, Minn. 

THE QUEEN City PAPER Co., Cincinnati, Ohio 

ROACH PAPER Co., Little Rock, Ark. 

E. H. Wivxinson & Co., Ltp., Toronto, Canada 

AMERICAN PAPER Exports, INC., Export Agents, New York, N. Y. 


B. J. BALL, Ltp., Adelaide, Brisbane, Melbourne, Perth and Sydney, 


Australia; Auckland, New Zealand 





She MWARVELLUM Co. 


HOLYOKE - - - - + MASSACHUSETTS 
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NEW “ACCURACY GOALS ww 


CUTTING TO PRINTED REGISTER 
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70 Rolls 
Per Minute 


WRAPPING MACHINE 


A newly designed high speed wrapper 
that has paid for itself in six months 





after installation. For toilet rolls, ; ; ' 
To those leaning on the importance of greater economies thru 
towels, wax paper or any other cylin- waste elimination and precision accuracies in ‘‘Spot-Sheeting”’ 


: : d ddr invitati investigat 
drical product. Write for folder and athasinnieninnianaaiaapeacinniaisiuanneciipietinntel 
DIFFERENTIAL CUT-REGISTER CONTROL UNIT 


ill ions. 
ustrations For cutting to register, printed wraps, labels, etc. This unit is to 
be had on Beck Sheeters controlled either by hand or ELECTRIC 
Hudson-Sharp Machine Company sien 
. CHARLES BECK MACHINE COMPANY 
Green Bay, Wis. 4 ” , . 
13th & Callowhill Sts. Philadelphia, Pa. 

















Use containers with 
the Right qualifications! 


—Because containers that are easier to use, or safer 
to use build a preference on the part of the con- 
sumer thet often prompts a buying habit. Whether 
@ you pack in midget size, or in 
large size vials or bottles—get 
facts on container advantages of 


unbreakable, 


colorful, 





Hycoloid is more and more selected for ™ 4 " 
sea oe labeled-in-process 


DRUGS — PHARMACEUTICALS 
FIRST AIDS — SAMPLING 
METAL PARTS — TOOL PARTS 
TRAVEL KITS— BEAUTY AIDS 


and items that need protection. VIALS C O N T A | N a B S 
HYGIENIC TUBE & CONTAINER COMPANY 


50 Avenue L, Newark, N. J. 
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STREAMLINED HINGES 
(Continued from page 54) 





beyond the plastic walls of the box and providing self- 
aligning and easy assembling features. 

This type of hinge, developed by the Rathbun Mold- 
ing Corp. and used by both this company and other firms 
obtaining licenses under Rathbun patents, is of very 
simple construction and thus involves an actually lower 
cost than the usual piano hinge or pin butt type. In 
addition to its ease of assembly—involving no drilling 
operations—it further reduces costs and assembly time. 

In designing molds for a triplex spring hinge, the back 
ends of the box are planned to form a bearing surface and 
the two parts—cover and base—are then securely fastened 
together by a special metal spring so designed as to per- 
mit movement of the bearing surfaces on each other. 
The ends of the spring are located into deep recesses and 
are sprung into final position so that they cannot be re- 
moved without breaking the box. Special forms of 
construction have been devised to prevent side sway and, 
if desired, to prevent twisting. 

The entire package, in its simplest form, thus consists— 
through the spring hinge construction—of only three 
pieces, top, bottom and the spring hinge. The action of 
the spring serves to hold the box in both open and closed 
position and thus obviates the necessity for catches or 
locks on the front portion of the container. Among 
other advantages are the smooth exterior finish available 
all around the container, the hinge bearing surfaces serve 
to line up the edges of the top and bottom pieces and as- 
sembly operations are, of course, reduced to a minimum. 
The hinge construction offers another economy insofar 
as it permits molding of thin wall packages (since no 
drilling is required) and thus involves a lower molding 
material cost and a faster molding cycle. 

Such hinges have been extensively used on jewelry 
and cosmetic boxes where one of the major functions of 
the container is found in store display. Here the hinge 
provides another advantage in that it automatically fixes 
a limit of opening and holds the top at a preplanned 
angle. Such openings may vary anywhere from 85 deg. 
to 108 deg. according to the requirements of the container 
and of the product packed within. 





MODERN METHODS IN SMALL PLANT 


(Continued from page 80) 





package, and the convenience with which it may be 
grasped by the operator of a hand or semi-automatic 
machine, is as a factor in production. 

The line described above requires a total of nine opera- 
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tors. Girls are used for loading the empty cartons, for 
placing the bags into the cartons, for check weighing the 
filled cartons, for sewing the bag seals and for packing 
the filled boxes into cases. It has been found best to 
utilize men for the filling operation and for removing the 
sealed cases into stock storage. 


The usual practice is to run but a single size and type 
of product at a time. Experience in utilizing this set-up 
has reduced change-over stoppages to a period of some 
three to four hours, change-over being effected by plant 
mechanics working in cooperation with the machine 
operators. The change-over period is usually utilized 
for a simultaneous and very thorough clean-up of the 
machinery, particularly when a switch is made from one 
product to another. 


In a separate department, metal containers are filled 
with the various plastic cements, roof coatings, asphalt 
paints and enamels. Here the central feature is a 12-in. 
wide stitched canvas belt conveyor, about 70 ft. in 
length. Along this conveyor are arranged gravity flow 
outlets for the various products. Lithographed metal 
containers in various sizes up to and including a gallon 
are placed on the belt conveyor as they are filled. Sizes 
larger than one gallon are placed upon trucks and capped 
with friction plugs by hand and then removed, on the 
trucks, to the stock room. 


It has been found that the multiplicity of sizes and 
types of product makes this use of a single conveyor for 
all sizes under a gallon the most economical for a rela- 
tively small plant and particularly for one where change- 
over of product or size of product must be effected on 
relatively short order. 


The filled cans, when placed on the belt conveyor, are 
carried to a roll capper. Covers of the proper size are 
laid on the cans as they roll along the conveyor and the 
roll capper seals them and delivers the finished cans to 
the case packing station. Here, as in the other depart- 
ment, the packed cans are passed through the case sealer 
along a roller conveyor and then placed upon trucks to be 
taken to the store room. 


Only one product at a time is packaged on this con- 
veyor line, in order to avoid dangers of getting the prod- 
ucts mixed in the cases. However, when large cans 
are being filled which do not go on the conveyor, this 
operation is carried on simultaneously with the filling of 
small cans. As a general practice, each outlet adjacent 
to the conveyor is reserved for a given product and used 
whenever that product is to be packaged. By this ar- 
rangement the frequency of wash-ups and similar clean- 
ing operations is vastly reduced and an instant change- 
over from one product to another made possible. 


Credit: Top and bottom sealer, Johnson Automatic 
Sealer Co., Ltd.; sewing machine, Union Specialty Ma- 
chine Co.; case sealers, Standard-Knapp Corp.; liquid 
filling machines, Filler Machine Co., Inc., and Crandall 
Can Filler Machine Co.; roll capper, Standard-Knapp 
Corp.; liquid filling department belt conveyor, the 
Mathews Conveyer Co. 





"WHY DIONT WE THINK 


OF THAT SOONER ?” 


EOPLE often make that remark on 
seeing one of those simple yet amazingly 
effective things like the PURITY MAID 


Cake Stand pictured above. 


Just a little raised platform with a flashing 
display panel in brilliant colors,—that’s all 
there is to it; but it’s selling PURITY MAID 
Cakes, because Mrs. Consumer can’t help 
seeing it on the retailer’s counter. 


That little platform is sturdy, too; there’s a 


clever reinforcement underneath, out of 


sight; it can’t sag. 


A display stand like this will sell other prod- 
ucts, too, because it will give them SUPER- 
VISIBILITY,—literally raising them above 
their surroundings and compelling preferred 
attention. 


We can help sell your products, too. 











he UNITED STATES PRINTING € LITHOGRAPH COMPANY 


AnD DIVISIONS bd * AMERICAN LITHOGRAPHIC DIVISION : 








* ATLANTIC LITHOGRAPHIC & PRINTING DIVISION 


* DONALDSON LITHOGRAPHING DIVISION 


* ERIE LITHOGRAPHING & PRINTING DIVISION 


HOME OFFICE: * PALMER ADVERTISING SERVICE DIVISION 
312 BEECH STREET * W. F. POWERS DIVISION 


CINCINNATI, OHIO * THEO. A. SCHMIDT LITHOGRAPHING DIVISION 


SALES AND SERVICE OFFICES: 


ATLANTA CINCINNATI LOS ANGELES PHILADELPHIA 
BALTIMORE CLEVELAND KANSAS CITY TERT ISOO 
BOSTON DETROIT MILWAUKEE aATTLE 
BROOKLYN ERIE, PA. MINNEAPOLIS —&T. CHARLES, ILL. 
CHICAGO INDIANAPOLIS | NEW YORK ST. LOUIS 














R.C.Can Co. 


MAIN OFFICE AND FACTORY - ST. LOUIS 


Kansas City, Mo. 


BRANCHES 


Rittman, Ohio 
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FROM RETORT TO CASES 
(Continued from page 74) 





208, 211 X 400, 300 X 309, 300 X 407, 300 X 409. 

It should be noted that the entire operation, from cool- 
ing to packing in cases, is carried through by gravity 
or conveyor mechanism. The system, it is reported, has 
proved a remarkable time-saver over previous practices 
and has practically done away with the confusion that 
commonly goes with this phase of packaging. The 
plant layout is so designed as to permit of doubled capa- 
city by the installation of another dumper, converging 
conveyor and other equipment parallel to the present 
set-up being utilized. 

Credit: Mathews Conveyer Co. for the roller skid 
conveyor and turntable: Standard-Knapp Corp. for 
the crate dumper, disc converging table, booster, 
labelers and the case packers. 





CANNON SCORES AGAIN 


(Continued from page 49) 





name from the gay stripes of its cover. The half- 
round shape of this container permits the insertion of 
a number of rolled towels of varying sizes and with 
the cover lifted and held erect by a fabric guard, the box 
forms an admirable display. 

The Floral Bon-Bon box utilizes a brilliant flower 
pattern on a white background with a drum type con- 
tainer. Satin ribbons in various contrasting colors are 
used to tie the towels contained herein. It is worthy of 
note that many of the more colorful patterns are pur- 
posely so designed as to permit the use of almost any one 
of the many colors of towels available in harmony with 
the package itself. 

The last package in the line is a Yellow Floral box in 
which the deep flowered lid surmounts a bright red base 
which serves as platform for a series of towels packed in 
pyramid fashion. 

Credit: Ribbon and Yellow Floral boxes supplied by 
the Old Dominion Box Co., Inc. Pantry, Scroll, Carni- 
val, Floral Bon-Bon and Royal Daisy boxes by the High 
Point Box Co. See-Thru box by the See-Thru Container 
Corp. Paper wraps for Yellow Floral and Royal Daisy 
boxes supplied by Louis Dejonge & Co. Wraps for 
Carnival, Pantry and Floral Bon-Bon boxes by the Welsh 
Paper Co. All boxes designed by Dorit Osann, Advertis- 
ing Department of Cannon Mills, Inc. 


THE LITHCGRAPHIC TECHNICAL FOUNDATION 
announces the appointment of F. G. Suelberger to the 
position of assistant to Dr. D. J. McDonald, education 
director. Mr. Suelberger will take over supervision of 
a new educational development in the Foundation. 
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Hundreds of diferent controlling reasons for a package change 
call forth the redesigned packages for each year’s All-America 
Package Competition. But here's a new one—a package re- 
designed because it won an award in the competition. The 
Savannah Sugar Refining Corp. has changed its prize-winning 
package by the addition of an illustration of the All-America 
award insignia and a statement explaining the award to the con- 
sumer. Store hangers likewise bring the facts aboutthe award tothe 
retailer and his customers. Photo courtesy Union Bag & Paper Corp. 


NEW DISPLAY BOARD 


A new board, which should prove of interest to display 
men and manufacturers of finished products which sell 
from display, has been placed on the market by The Up- 
son Co., Lockport, N. Y., makers of fibre wallboard. 

Bearing the trade name ‘‘Easy-Curve,”’ this product is 
a light, flexible board which, it is claimed, can be rolled 
with the grain to a diameter as small as 6 in. or curved 
against the grain if necessary. It is thus capable of being 
adapted to almost any display requirement for a curved 
surface—for columns, giant corrugations, flutings, ir- 
regular curved formations, etc. 

Panels are 4 ft. wide by to ft. long permitting wide 
latitude in column height. ‘‘Easy-Curve’’ board is 
pebbled on one side and smooth on the other and is fin- 
ished in a natural ivory color. The surfaces take oil, 
Tempera paints or lacquers. 


PHILIP KAPLAN, industrial designer, has opened an 
office at 1227 Prospect Building, Cleveland, Ohio. 


KELLER-DORJAN PAPER CO., INC., New York, 
N. Y., has removed its offices to 516 West 34th Street. 
Telephone Chickering 4-5057. 
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dn example of Prize-winning Box and Label Construction 
and Design by DENNISON MANUFACTURING CO. 


Glue Plays a Part in 
Prize Winning 


NE of the prize-winning sensations at 
C the recent All-America Package Com- 
petition was the R. H. Macy & Co. trio of 
toiletries for men. The set-up box and labels 
made by Dennison Manufacturing Company, 
Framingham, Mass. reflect the fine workman- 
ship and good taste in design which contribute 


so importantly to eye-appeal and sales-appeal. 


The fact that Dennison used Armour Glue 
in the manufacture of this prize-winning group, 


is a tribute we greatly appreciate. 


It has been the practice of Armour and 
Company for many years to develop glues 
particularly adapted to specific paper box manu- 
facturing conditions and requirements. Armour 
technicians have worked untiringly in develop- 
ing “specific purpose” glues for every type of 


paper box construction. 


If you have difficulty with warping, blisters, 
or many of the countless glue problems that 
confront manufacturers, chances are Armour 
laboratories can formulate a glue for your 


specific need. 


ARMOUR GLUE WORKS 


Division of ARMOUR AXD COMPANY 
1355 W. 31st STREET 


CHICAGO 
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DROP IT-------- LUSTEROID is unbreakable! 
HANDLE IT---LUSTEROID is tough yet resilient. No 


mess ... no leaking . .. no seepage with 
these handy containers. LIGHT WEIGHT 
too—only about one-fifth the weight of 
equivalent glass. 


VIEW IT-------- LUSTEROID is attractive. It has selling 
ways. Transparent, it reveals and enhances 
your product. Opaque, in any number of 
appealing shades, it reflects your product's 
high quality. With your name and trade 
mark handsomely lithographed (usually a 
part of manufacture), it makes an instant im- 
pression on the buyer. 


RECKON THE SAVINGS _ in low original costs . . . in 
lower shipping costs . . . Reckon the BENEFITS in increased 
sales-appeal . . . in a more sanitary, convenient container! 


Write for samples. We'll cheerfully send you full infor- 
mation . . . and, it necessary, work out a modification to 
meet your particular requirements. 
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Fermerly Lusteroid Division of The Sillcocks-Miller Company 
10 PARKER AVENUE, WEST 
SOUTH ORANGE, NEW JERSEY 
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NE ST 
USE ANILINE 


IN KS 


WITH A REPUTATION 


originators of 
Opaaue Arniline Inks 


Opaque Aniline White, Yellow, Orange 


and a full range of colors 


For use on Kraft, white paper, glassine 
and the various grades of transparent 
cellulose stocks 


CRESCENT INK & COLOR 
COMPANY OF PA. 
PHILADELPHIA 
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TWO FAIR 
QUESTIONS 


about a special UPACO 
ADHESIVE FORMULA 


WILL IT COST MORE? ... 


No! Upaco adhesives, whether standard formulae or 
specials developed to meet your specialized needs by 
Upaco Research Laboratories, are sold on the same com- 
petitive basis or a fair price for the finest quality. 


WILL IT SAVE MONEY? ... 


Nineteen times out of twenty . .. in our experience... 
a changeover to a Upaco Special Formula has meant fast 
production and a reduction in spoilage. 


UNION PASTE CO. 


MEDFORD, MASS. 


200 BOSTON AVE. 








LACQUER, VARNISH 
and GUM COATING for 


Labels 
Wraps 
Posters 
Displays 


and other printed matter 


Boxmakers, printers, as well as pack- 
age users come to Lowery and 
Schwartz for a superior paper coating 
service. Lowery and Schwartz have 
the efficient, specialized machinery, 
the long experience, and the skill 
that assures high quality, prompt de- 
livery and low cost. 


LOWERY SCHWARTZ, nc 


295 Lafayette St., New York City 
CAnal 6-7703 





















oatines ae TELL 
and SELL” says the Craftmaster 


T & T creations do this —— they are the work of 
top- -flight designers who know the unusual possibili- 
ties of foil. They are competent to grasp your sales 
appeal and mold it into striking, sales-inducing foil 
creations 

See these T & T designs in foil that tell and sell for 
labels, name plates, window stickers, fancy wrappers, 
signs, display cards and advertising specialties. 


(Whe TABLET & TICKET CO. 


1005 W. Adams St. Chicago, Ill. 
New York San Francisco 


Name 
Firm 
Address _ 
City 
Interested In 














coupon for Samples 
and Prices. . . 


State 
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| BUGBANE 


| ‘INSECT SPRAY: 


Each one designed by CROWN and manufactured by CROWN—to 
meet the specific requirements of the user's product. And be- 
cause such containers are the work of a young and progressive 
organization, they reflect modern merchandising methods to 

the highest degree. Why not place your own container 


ay \ \ problem in Crown hands? You'll find, as many others 
ERC y" 1 have, that it's smart business to deal with CROWN. 


CROWN CAN COMPANY 


NS PHILADELPHIA, PENNSYLVANIA 
DIVISION OF CROWN CORK 
AND SEAL COMPANY 


N DB E P EN OD CE 
104 MODERN PACKAGING 
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Beet 


AGAIN HELPS BOOST GEM SALES 





oR the third year in succession 
F.. American Safety Razor Corp. 
has utilized the outstanding display 
advantages of a molded Beetle* 
package for Gem Razors. 

First in 1936, again in 1937, forays | 
now with this striking new package for 1938, Gem has 
utilized to the full the sales appeal of Beetle. Sturdy, dur- 
able, colorful, eye-catching—Beetle may be the answer to 
your search for a package that will stimulate sales through 
display, re-use value, or a permanent container guarding 
the good will and utility of your product. 

Let us send you an illustrated brochure, showing many 


other sales-successful Beetle packages. 





BEETLE PRODUCTS DIVISION OF AMERICAN CYANAMID COMPANY 
SA MOCKEFET ee PLAZA, NEW YORK, N. Y. 


*Trade-Mark of American Cy id Company applied to urea products manufactured by it. 





it’s all color and in all colors 


a See 












